














HE Wales Gas-Fired Boiler and Water 
Heater is the latest development in the 
Wwrary of Congh application of gas for general heating and 
steam generation. Its exclusive features and 
JUL -9 1992 evolutionary principles set a new efficiency 
eo 13Ll0 a 

ro standard and provide absolute safety under all 

ith | Ny conditions. 

Sonian LeR~ It is the ideal solution of the home-heating 
problem, and is equally desirable for heating 
stores, industrial plants, etc., and for steam 
generation and hot water storage. 

The secret of the efficiency, the safety and 
the operating convenience of the Wales Heater 
lies in the ingenious gas burner, which is the 
vital unit of the Heater. 

The Wales Burner is evolutionary in its 
principles. Heat is generated by flameless 
combustion of gas, accurately proportioned 
with air in the combustion chamber, under fan 
pressure. 

The equipment is in a class by itself. It is 
daily proving its worth where economy and 
convenience of operation are necessary con- 

Storage. 30 gallons siderations. 


Recovery, 6 gallons For further information, write THE WALES 
Per Minute through a 70 deg. F. Rise COMPANY, Kalamazoo, Michigan. 


THE WALES COMPANY 


KALAMAZOO, MICH. 


No. 2-A 
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Utmost Flexibility 


of Operation 


of 
Water Gas Sets 
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Includes 


Straight runs, Purged runsyPurged runs with Blow- 
runs, or Blow-runs without purging; and, with any 
one of these :— 


Any combination of blast time, down-run time and 
up-run time, 


Changes as small as FIVE SECONDS in any part 


of the cycle, 
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, Admission of oil at the best time. 


Wasearas Quick changes to timing device, 


Close-up of the Indicator 
(The Cover plates over Timing Screws were removed INSTANT change to hand control ; 


for this picture.) 





THIS IS THE SERVICE 
GIVEN BY THIS CONTROL 


THE WESTERN 
Automatic Control for Water Gas Sets 
and Blue Gas Sets 


Demonstrated before hundreds at Atlantic City. 


It will prove every claim 
by a demonstration on 
“your set.” 


Inquiries solicited. 
Bulletin J-210-E 


This control will pay its own way by increasing the 
gas making capacity, by reducing the lbs. generator 
fuel per M, and by reducing the clinkering time. 


The WESTERN GAS 


CONSTRUCTION COMPANY 
FORT WAYNE. IND. 
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GLOVER-WEST 
Vertical Retorts 


Special Features 
HEATING 


The method of heating the retorts is one of the main features of the 
Glover-West system; inasmuch as the combustion chambers extend, not in 
the direction of the length of the retorts, but transversely to them in defi- 
nitely controllable zones, the temperature can be increased at any particular 
point in the length of the retort WITHOUT AFFECTING the temperature 
at any other point. 






On the other hand, with combustion chambers extending along the 
retort, downward or upward, it is impossible to obtain a high AVERAGE 
temperature of the retort without a MAXIMUM temperature which must 
be considerably greater than in the Glover-West system, in which the aver- 
age temperature inside the retort can be maintained at a high level without 
exposing the refractory materials to a maximum approaching their critical 
temperature. 


GLOVER-WEST 


This point will be the more appreciated when it is remembered that, 
working at a temperature of 2500° F. a difference of 100° F. will have a defi- 
nite effect on the life of the refractory materials. Only by this method of 
heating, too, can it be claimed that the gas in its passage through the retort 
need never pass through a zone hotter than that in which it was evolved. 


Another feature of the Glover-West system of heating is that, the fuel 
gas, secondary air and products of combustion travel always forward and 
upward from the points of combustion; they never travel in a downward 
direction, so that the setting can be worked with a minimum pull; only just 
sufficient, in fact, to remove the waste gases. The result is a long flame and 
slow travel of the gases in the combustion chambers, and a long working life 
for the retorts and brickwork exposed to the maximum temperatures. 





COKE EXTRACTOR After setting is started the heats are regulated by means of the chimney 
dampers alone. It is not necessary to adjust the dampers of the individual 
combustion chambers when the distribution of the heats throughout the 
length of the retorts requires to be altered. One of the essential features of 
the Glover-West system of heating is the facility with which the tempera- 
tures can be varied at short notice to suit varying classes of coal and varying 
volumes and qualities of gas. 


WEST GAS IMPROVEMENT CO. 


of America, Ine. 
150 Nassau St. New York 
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Better Ways of Selling Gas Appliances 


SOME SUGGESTIONS TENDING TO BETTER S ALES OF GAS APPLIANCES—SOME WINDOW 
DISPLAY SUGGESTIONS 


J. B. Dillon 


An article calling attention to the importance of 
the salesman manifesting the proper salesmanship in 
selling gas appliances. Some examples are given and 
it is also shown how window displays may supple- 
ment good salesmanship and produce results. A few 
July window display suggestions are given. 


“Everybody wants something for nothing!” 

Did you ever hear the foregoing statement, and 
have you ever thought how it applies to you as sell 
ers of gas appliance utensils? 

You may answer by saying: “Oh, yes, and th: 
person who gets something for nothing usually gets 
stung!” 

We will admit the logic of your retort, but that 
does not clarify the minds of our customers, many of 
them thinking that what they get is not worth the 
money. 


Must Be Shown 


A short time since I attended a manufacturers’ 
carnival. A local house displayed a well-known make 
of gas range. Entering the booth, there was a lady 
and gentleman, no doubt man and wife. 
addressed the attendant: 

“How much?” 

“One hundred and fifty dollars!” 

“Oh, that’s too much money for 
amount of work and material!” 

Did the salesman “get sore” and turn his attention 
to something else? No, indeed. 
said: 

“Well, it does seem like a lot of money, but have 
you thought of this: This range will last you a life- 
time. If there is no trouble with the gas supply 
and there seldom is—you can get a cooking heat 
within a moment; no kindling to split, no coal to buy, 
carry or store, and no ashes to worry about—’” 

“Oh, that sounds all right, but I still think it is too 
much money!” 

“Suppose, friend, that you were manufacturing a 
certain useful article that you knew would last for 
many years, each family really needing but one, could 
you or would you sell this article at a very cheap 
price 8 

“Why, er—I guess I'll have to think about that.” 

“Yes, and that is just what the manufacturer of 
this range did. He did a lot of thinking, spent a lot 
of money in experimenting with various shapes, ma- 
terial, etc., and when he had arrived at the goal he 


The man 


such a small 


He laughed and 


was driving at, which he knew meant the best range 
that it was possible to construct, he knew the cost 
that he had incurred, the necessity for a reasonable 
profit to enable him to remain in business, and then 
he named the price of this range. This range is made 
of the best materials the market affords, and the 
price is a minimum, commensurate with the ex 
penses incurred in its construction.” 

“You win; I guess I’m one of those fellows who 
wants something for nothing.” 

“You'll certainly get that real something for prac 
tically nothing if you buy one of these ranges and 
you won't get stung.” 

The man shook hands with the salesman and ad 
mitted that he was favorably inclined. The salesman 
handed the man his business card and was ready for 
the next customer. 


A Real Salesman 


It requires a real salesman to convince some peo 
ple, and this man was such a salesman. He knew 
when to quit, and he knew that if the man really 
wanted a gas range he would visit his store again 
Regardless of the fact that many will tell you that 
you must never let a prospective customer get away, 
there should be a string tied to that remark. Many 
people wish to do a little quiet thinking, without 
being disturbed, and then, when they return and pur- 
chase, you have,in addition a satisfied customer. 

“To convince a man against his will leaves him of 
the same opinion still.” 

Satisfied customers are those who give us repeat 
orders, and it is by repeat orders that all business 
thrives. 


A Satisfied Customer Speaks 


Just as the couple left the booth a lady addressed 
the salesman: 

“Why, I own one of those ranges and I know that 
they are better than a lot of others. I wouldn't 
humor such a crank as that one who just left.” 

“Come right in and have a seat. Now, I am pleased 
to hear that you like your range, but really I cannot 
agree with you that the man was cranky. He be 
lieved that the cost was too great. There are so 
many people who think likewise, simply because 
they do not stop to consider the manifold good quali- 
ties of a gas range. There is no doubt that it is su- 
perior to all other devices and methods for cooking 
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and baking. If the real benefits of a gas range were 
more generally known, I am sanguine that there 
would be a gas range in every home within the gas 
supply zone.” 

“Oh, goody! I am going right out now and get 
my neighbor to bring her husband here so you can 
talk to him. She wants a gas range, but he thinks 
the cost too great. You make him buy. She is such 
a good little soul.” 

“Thank you; I'll do my best.” 


A Comparison and Result 

A crowd was discussing gas and coal stoves. An 
old fellow, well to do, vowed that he would not have 
a gas range in his house; that the coal stove was the 
real thing. 

“So. You do not do the cooking, do you? Have 
you ever stopped to think of the discomfort to your 
wife and daughter? I know it’s not a case of money 
with you, but, even if it were, I can prove to you that 
a gas range is as cheap or cheaper than a coal 
stove,” said a little lady. : 

“You can’t do it!” 

“What do you pay for coal a ton?” 

“Ten dollars.” 

“How long does a ton last, feeding your cooking 
stove during the hot weather? You can easily an- 
swer this, because you will not use the coal for any 
other purpose.” 

“Six weeks.” 

“All right. Here’s my gas bills for the two sum- 
mer months, canning season, plenty of uniform heat 
for the purpose, no coal or ashes to worry about, and 
you will see that for the two months, eight weeks, I 
paid $5.05. Now, in addition to that good feature, I 
enjoyed the work, while the year before I used a 
coal stove when canning and the work was aggravat- 
ing because of the intense heat, frequent attention to 
the fire, the bother of flying ashes when using a 
poker ; and now I'll make a bet with you, that if you 
allow your wife to use a gas range during the can- 
ning season, or even just for the general cooking, 
she will find an added pleasure in life.” 

The old fellow did not reply. He just mumbled 
something. I wonder which type of 1:ange he will 
tuy. I saw him later looking in the window of a gas 
utensil supply rouse. 


Some Sales Ideas 

In the argument between the little lady and the 
old fellow, we get some sales ideas. She showed up 
the old fellow, and it is our duty to show many of 
them. The price of gas and coal varies in the differ- 
ent cities, yet the consumption of coal and gas for 
particular purposes is practically uniform, except 
that the gas heat is uniform, while the coal fire re- 
quires frequent renewals, upkeep, maintenance, or 
whatever you wish to phrase it. 

Now, find out from recent purchasers of gas 
ranges what their summer coal bills were before they 
got the gas range and what their gas bills are for 
the summer months. Tabulate these figures hon- 
estly, displaying the list in your show window and 
advertisements, always enlarging upon the fact that 
2 gas range gives the proper amount of heat by 
simply striking a match; no coal, kindling or ashes 
to contend with, and no smoke to annoy your neigh- 


hers, and that a gas range will last a lifetime and 
still preserve much of its beauty. A coal stove will 
not, and unless it is frequently attended to it looks 
like a half ripe tomato. Give plenty of publicity to 
this kind of a comparison and you will drive away 
that bugbear, a gas range is expensive. Be timely, 
honest and constant in your advertising endeavors 
and you will not waste a penny. Your windows are 
one of the best sources of advertising, an auxiliary 
ef the newspaper. 


Some Window Suggestions 
Some suggestions for window displays are given 
nelow. These are particularly suitable for the month 
of Ju'y: 


Before the Cannon’s Mouth 

Our ———— Gas Range stands. Its competency 
and reliability make it immune from being 
shot. Let us explain the secret. You will be 
proud to own one, and they are so easy to get. 
Card signs »laced in conspicuous places throughout 
your store will be read. Make them to the point and 
purpose. These little cards will act as silent sales- 


“nen. 


It’s Usually Hot in the Summer 
That is facetious. It’s much hotter without a 
Gas Range. That is serious. Keep ina facetious 
mood by using one of our Gas Ranges. 


The Secret of Good Canning 
A heat that does not distract you, yet practical. 
You can only get that kind of a heat by using a 
Gas Range. Let us prove this. Come in. It 
will be a pleasure to show you, and you are 
under no obligations to buy. : 


Well Done, 
Thou good and faithful servant, said the lady to 
her Gas Range, after she had finished her can- 
ning. 





Canned Heat 
Is a necessity in some places, but that place is 
not the kitchen, where the fruit canning is done. 
Use a Gas Range and you'll only can what you 
want, and not a lot of useless heat. . 


Figures Prove 
That the gas business and the automobile busi- 
ness are growing by leaps and bounds. Why? 
Because both industries give pleasure to the 
users. You will enjoy your auto rides better 
when you know that you do not have to return 
to a kitchen that is unbearably hot. You can 
only do that by using the practical, economical 
Gas range. 

Hundreds of these little cards can and should be 
written. Those who own a gas range will approve 
and those who do not will take notice and will sooner 
or later buy. 

It’s all in a day’s work and happy is the man who 
is usefully occupied, and surely no dealer sells any- 
thing more useful than gas appliance utensils, for 
‘twas ever thus, the way to a man’s heart is via his 
“tummy” and when you touch a man’s pocketbook 
you touch his heart, therefore let him assist his heart 
and her heart by buying his wife a Gas Range. 
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Investigation Makes for Successful Merchandising 


CUSTOMER’S NEEDS, CREDIT AND SATISFACTION. WITH INSTALLATION SHOULD BE 
INVESTIGATED 


Rex Stewart 


This article is a little talk on investigation. In- 
vestigate your customer’s needs before you sell him 
your appliance, so that you are sure to sell him what 
he requires. Investigate the installation after it is 
sold and find out whether it is giving the proper 
service. This will help to correct a fault, if there is 
one, and make a friend from a dissatisfied customer. 
Investigate your customer’s business before you sell 
him, so that you can collect your regular payments 
on articles sold. 


Did you ever stop and investigate ? 

“Gas is condemned, generally speaking, as a fuel,” 
said a gas appliance dealer emphatically the other 
day. “Go out and ask a dozen housewives what 
they think of gas as a fuel and the larger percentage 
of them will tell you that it sweats and blackens up 
the pots, it smells, or, if they have a heater, they 
will add that it does not warm up the room.” 

Parenthetically, I might say that I ran across this 
particular dealer when he was having an unusually 
hard day. But it is sometimes good to run across 
such people, for they often give an insight into the 
real problems of the gas appliance business. 

His statements, simmered down, mean that there 
are men in the gas appliance business who have not 
stopped to investigate the needs of their customers 
or the ability of their employees to properly sell and 
install gas appliances. 

Selling appliances is a little different business than 
anything else. One must first sell the idea of using 
gas, in many instances, and then sell the particular 
gas appliance, a fact well known to all men long in 
the business, but since the number of dealers is in- 
creasing day by day the statement here is not amiss. 

Underestimating a customer’s needs by salesmen, 
who, for the sake of selling something quickly or 
because the customer says he wants it, will not take 
time to inquire, is one of the great faults of the 
trade, costing both dealer and consumer time and 
money. It is one of the problems that confronted 
this dealer whom I interviewed, and one that many 
gas appliance men are working on at this very mo- 
ment, trying to find its solution. 

In spite of his apparent grouch, this dealer, we 
shall call him Mr. Double X, offered a fair solution 
of the matter. 


Investigation of Customer’s Needs Essential 


Several days before he might have sold a cus- 
tomer a small wall water heater who should have 
had a much larger one. But because of the fact that 
Mr. Double X investigated and found out before- 
hand what his customer actually needed, and had 
told him frankly that the wall heater would not 
prove sufficient for his needs, he was able to install 


a much larger heater without causing any distrust 
on the part of his patron. 

Had he failed to investigate, he would, perhaps, 
have had his wall heater thrown into the street, and 
another concern would have come in with a compet 
itive line. Or, what is sometimes probable, he would 
have made an enemy of the gas appliance business, 
which would have worked an injury upon those who 
have tried for a number of years to educate the 
public to the proper use of gas as a fuel. 

There is also the problem of overselling the 
tomer, which dovetails with underestimating his 
needs. There is a prevalent attitude among a cer 
tain type of salesmen that the public knows little 
or nothing, which is perhaps true in regard to gas 
appliances, and that once a man or woman is on the 
sales floor of the concern he can be told anything 
so long as he or she buys what the salesman tries to 
sell. This particular type of salesman makes ridicu 
lous claims for his heater or range, and, as a result, 
Mrs. Jones comes back to the concern with a tale 
of misrepresentation, orders the gas heater taken 
out and buys a coal stove. She might not even do 
that. She may simply forget she had the appliance 
installed and remark to her friends and neighbors 
that the thing is absolutely worthless. 

In a big gas company’s office in the Northwest 
there is a young woman who does nothing but call 
up Mrs. Jones or Mrs. Smith, a few days after gas 
appliances have been installed in their respective 
homes, and ask if everything is satisfactory. Some- 
times it is; sometimes it isn’t. It’s the young wo- 
man’s job to find out and report to the heads of the 
proper departments. But the main thing is that 
Mrs. Jones appreciates the personal interest the gas 
company has shown in her purchase and if she is dis 
satisfied she does not order the appliance taken out 
right away, but gives the company a chance to re- 
deem the fault of one of its salesmen. It helps and 
it has kept a good many people using gas who would 
have otherwise become dissatisfied and would have 
perhaps turned to other fuel. 


cus 


Investigation and Payment 


After a customer is sold to the use of gas and a 
particular line of gas appliances, comes the question 
of payment. Investigation here is most important 
to the dealer. Of course, there are the usual chan- 
nels through which a dealer may investigate a cus- 
tomer’s credit, by references, both business and per- 
sonal. But there are other things to consider. 

Did you ever stop to investigate whether or not 
you can sell your line of wall water heaters on 
credit, render service on them according to contract, 
make collections, pay the proportionate overhead, 
and still make a profit? 

















AMERICAN GAS JOURNAL 








Have you ever stopped to classify your custom- 
ers and see, in a general way, which class is prompt 
to pay on the first or end of the month, or when- 
ever the contract states that payments must be 
made? I venture to say that very few dealers have, 
and yet lack of investigation of this matter may ac- 
count for the failure of dealers to realize a 
larger income from their business. 

Mr. Double X stated that he never sold his wall 
water heaters on credit, no matter who wanted it, 
and simply because he discovered that at the price 
which he offered the heater he could make no profit, 
or very little, by so doing, and, after all, that was 
what he was in business for—to make a profit on 
everything he had in his store. He had invested his 
money, he spends his time, he works out ideas, and 
he is entitled to his profit. Furthermore, he discov- 
ered through his investigations that the majority 
of customers to whom he sold wall water heaters 
were perfectly able to pay the price asked on the 
spot, if they wanted the heater bad enough, and 
they usually did, after once being sold the idea. 

Experience and investigation also taught him that 
in his part of the country collections were particu- 
larly slow in the summer because there was very 
little gas used, and the consumer who bought on the 
installment plan looked upon the idea of meeting 
payments on his wall heater as he would look upon 
the idea of meeting payments for a dead horse—he 
has it on his hands, but as long as it was of no use 
why hurry about paying for it? 

Carrying out this line of investigation, which may 
or may not have been his own original idea, Mr. 
Double X found that small restaurant men are not 
particularly good pay. They usually have to slave 
day and night and there is little profit in the busi- 
ness with a great deal of risk. Consequently, it be- 
hooved him to get as large a payment down as could 
possibly be obtained, if the lunch counter or restau- 
rant man was sold anything but a wall heater, which, 
of course, went to his place C.O. D. After getting 
enough of his money tied up in a large heater, rather 
than give it up, the purchaser, Mr. Double X found, 
would sweat blood to meet his payments. 

There is little use in telling anyone how to obtain 
information of this character, and yet a poorer ex- 
cuse in trying to tell a large group of individuals 
how to get the name of a customer on the dotted 
line. There are few set rules for mariners and mer- 
cantile men, for it is largely a matter of acumen and 
salesmanship. Acumen is business insight and fore- 
sight, while salesmanship is largely personality with 
knowledge of what is being sold and common sense 
thrown in. 


some 


“Follow Up” System Should Come After Selling 


Then, after the terms of payment are fixed up, 
and the appliance has been installed, investigation, 
or what is better known as “following up.” comes 
in. That is all that the girl in the office of the big 
northwestern gas company does. She is not there 
to check up so much on the blunders of salesmen, 
though her presence there assists a great deal in that 
matter, but to check up on blunders of installation 
And the little investigations she conducts, and the 
personal touch she administers to the company’s 


newest gas appliance customers, covers two depart- 
ments in which a great many men are employed. 
Her mere act of calling up the customer is an asset, 
in one way another, from which the concern 
reaps real returns. If she were not there the gas 
company would not sell as much gas as it does at 
the present time, nor would it have lasting success 
with its gas appliance department. 

In a few days after Mrs. Jones’ gas range has 
been installed, and her prized aluminum or granite 
pans have begun to blacken, the kitchen to smell, the 
pipes to sweat, and there is no one in the gas office 
who has expressed any interest in her welfare, now 
that they have her money and signed her up to pay 
$10 a month for the next year or two, perhaps three, 
she may confide to her friend, Mrs. Smith, that a 
gas range is all “bunk” and that she is still using 
her coal stove to cook things. And Mrs. Smith 
would remember what Mrs. Jones told her the next 
time she got the gas company’s circular, throw it 
into her coal heater, and she, too, would continue to 
use things obsolete. 

But with the .jingle of the telephone bell and a 
short query over the phone, Mrs. Jones is given a 
chance to tell her troubles to a sympathetic ear, is 
assured they can be remedied, and, when they are, 
is a walking advertisement for the gas range and 
the idea of using gas. 

It would be impossible to estimate the value Br 
saving that this phase of investigation, or “follow- 
ing up,” call it what you please, is to this gas com- 
pany. Its officials can tell you how many people are 
using gas in the city and will also add that they are 
selling more gas appliances than ever before, noting, 
by the way, that they have just completed a series 
of demonstrations which perhaps accounts for the 
big demand. 

sut I believe they should be generous and give 
at least a portion of the credit for this unusuai de- 
mand to the “follow-up girl,” or, rather, “the depart- 
ment of investigation.” 

No dealer or company, no matter how great 
how small, will lose anything by investigating as Mr. 
Double X suggested, for he, himself, is a small dealer, 


or 


or 


and the gas company which furnishes gas to his 
patrons is a large one. And both these concerns 


have found that it has 


returns. 


paid and good 


brought 





GAS PURIFICATION ARRANGEMENT 


The arrangement consists of tar washers and gas 
filters. A number of chambers are built one on top 
of the other and are connected with bends so that 
the bottom of one chamber is connected with the 
bottom of the next chamber underneath it. In these 
chambers there are arranged discs which are ro- 
tated from the outside. A gas filter is placed in the 
gas outlet on the uppermost chamber, so that the gas 
after it has passed through the chambers from the 
bottom to the top must pass still further through 
the gas filter from top to bottom. It is claimed that 


very efficient gas purification can be secured by this 
apparatus, which is patented in Swedish patent No. 


51,364. 
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Purchasing and Storeroom’ 
HOW A GAS COMPANY’S PURCHASING DEPAR TMENT AND STOREROOM ARE RUN 
A. H. Rhubart 
Utica Gas & Electric Co., Utica, N. Y. 


In our own minds is the conviction, born of ex- 
perience and a lively recollection of intensive study, 
that purchasing is a profession. More and more the 
employer is recognizing that this profession has its 
appointed place in business administration. If, how- 
ever, purchasing is to command the respect due it as 
a profession, something more than parrot-like repe- 
tition of the bald statement is essential. Nothing 
short of a course of study and a period of apprentice- 
ship will bring this about. 

Consider for a moment the extent of the field. 
Purchasing involves obtaining, for a price and stand- 
ard of quality, raw material such as iron ore, copper 
and tin; fabricated material such as sheet steel cop 
per wire and cotton goods; finished parts such as 
electrical instruments, small tools and office supplies ; 
and service, such as power, telephone communication 
and transportation. This short list but scratches the 
surface and immediately suggests to the mind the 
thousand and one needs of the average industry. 
Without study and observation a knowledge of the 
origin and processes of these materials is not to be 
had. 

I believe that the most successful Purchasing 
Agent in any organization should be a person who 
has a wide field of experience in the organization 
wherein he is employed. It is quite necessary and 
beneficial to get out and investigate the different 
products manufactured, getting a definite and com 
plete idea of the different processes involved. 


How a Purchasing Department Is Run 


It will be necessary to outline the organization of 
my Company to give a clear conception of the details 
pertaining to this subject. The Purchasing Agent 
should have full control of all purchases made for his 
organization, and should keep in close touch with the 
different heads of departments, and also the General 
Manager of the concern. All purchases made in our 
company are analyzed by the head of the department 
and passed on to the Purchasing Agent wrth recom- 
mendations as to the purchase. First, however, the 
requisition is made out by the superintendent in 
eharge of the division, giving full details as to the 
material requisitioned, showing the amount of mate 
rial on hand providing there is a stock; designating 
what the material is to be used for in writing, and 
also supplying the account number to which the ma- 
terial when purchased is to be charged. 

Upon receipt of this requisition the Purchasing 
Agent obtains best price and delivery information 
from reputable dealers handling the commodity. 
The order is generally placed with the concern trom 
whom the best price can be obtained, taking into con- 

Paper read at meeting of the Empire State Gas and 
Electric Association, Briarcliff Manor, N. Y. 





sideration, however, the quality of the material and 
the delivery promises given. When the material is 
ordered, the original copy of the order is sent to the 
company from whom material is ordered; two copies 
are kept in the Purchasing Department; one copy is 
sent to the Storekeeper and Receiving Clerk; one 
copy is sent to the head of the department, and one 
copy is sent to the superintendent originating the 
requisition. Sooner or later it becomes necessary in 
most cases to write the manufacturer or dealer ask 
ing if shipment has been made and if not when sched- 
uled, also reasons for delay. Perhaps a second letter 
is necessary the desired information is re- 
ceived. ‘This is carried on by what is known as a 
“follow-up system.” 

the material is delivered to the 
\fter the receipt of material, receiving 
report is sent in from the Receiving Department, au- 
thorizing the Purchasing Department to pass the in 
voice for payment. 


before 


In most 
store room. 


Cases 


Catalogues, price cards and general data on the 
material which is purchased should be at hand at all 
times. ‘The clerical force should be of such a size 
that requests coming into the Purchasing Depart- 
ment can be handled promptly. The Purchasing 
Department, providing the organization is large 
enough, should consist of Assistant “Purchasing 
\gent, Bill Clerk and Order Clerk. The Purchasing 
\gent should have a private secretary and should be 
well versed in the general routine of the department 
and the company at large. 

It is my policy to be prompt and regular at the 
office. I make it a point to do my daily dictating 
preferably in the morning. The calls of salesmen are 
very annoying at times as they interrupt routine. It 
is my desire, however, to assign certain hours for 
interviews, but these cannot be adhered to in all 
cases. It is important that the Purchasing Agent 
should frequent places where he will meet fellow- 
purchasers, salesmen or department heads of other 
companies. Another important feature is the litera- 
ture read. There are many good magazines on the 
market today dealing with the market conditions and 
general manufacturing These tend to 
broaden the view or outlook of the Purchasing 
Agent, which is of utmost importance if he be suc- 
cessful. 


process. 


The Storeroom 


The Storeroom is directly under the supervision 
of the Purchasing Agent, but the accounting of this 
department is handled by the Auditing Department. 
The storekeeper has one receiving clerk and one 


helper and the use of an automobile in the operation 
of this department in supplying material to the Line 
Department, Gas 
partment. 


Department and Operating De- 
The material is supplied to the different 
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departments upon presentation of requisition form 
signed by the superintendent or foreman under his 
supervision. The same form requisition is used upon 
the return of any material to stock only marked 
“credit.” 

There is a perpetual inventory kept of each and 
every article in stock. At any time exact knowledge 


of the material in stock is available. This inventory 
is kept by the card system. The cards are checked 
up every three months. We do not find that there 
is any marked discrepancy. The card automatically 
shows the maximum and minimum amount of mate- 
rial. With this information the storekeeper knows 
t all time when to reorder material. 
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By WILLIAM H. MATLACK 


If you were in charge of the Merchandising and 
Public Relations Department of a Gas Company, 
would you do the things these men suggest? It 
seems to us some of the ideas are timely and ap- 
propriate. 


SOME THOUGHTS ON SECURING FAVORABLE 
PUBLIC OPINION 


July is the month in which most folks either go, or 
make ready to go on avacation, get away from 
their routine duties and to rest and recuperate 
after eleven months’ work. Anticipation is the 
greatest pleasure to be derived from these periodical 
diversions, yet the annual vacation is essential to 
the growth of American Industry. Everyone who, 
for a time, gets away from his work comes back a 
better worker, with a clearer vision and a renewed 
determination to carry on. The merchandising man- 
ager and the advertising manager should go out 








- 


with the thought of bringing back new ideas to put 
into force with the coming of the fall business, new 
ideas gathered here and there by observation, travel 
and reading, to say nothing of those that will be 
gained in “talking shop” which they are bound to 
do with folks they meet in their rambles. 


While these men are away from their desks their 
favorite trade magazines will pile up to await their 
return, when the stories and articles they contain 
will be read, and weighed against the ideas gained 
by new experiences. For this reason we are saying 
something about “favorable public opinion.” The 
men who go on vacations will have had experience 
with the employees of many public and semi-public 
service companies, and this experience, with the sug- 
gestions offered, may help in working out the ob- 
vious in such a way as to aid the merchandising 
manager and the advertising manager frame their 
efforts to mould favorable public opinion. 


Building favorable public opinion is a continuous 
andertaking and advertising for favorable public 
public opinion, like advertising for the purpose of 
building dealer or customer demand and the accept- 
ance of any specialty or commodity, cannot be done 
spasmodically with appreciable results. 


The organization that builds favorable public 
opinion through advertising must be thoroughly im- 
bued with the spirit of the advertising, in order to 
fully represent it in the manner folks expect it to; 
knowingly and courteously: 


It is only when the employees of a company that 
advertises fully support and supplement the advertis- 
ing by according customers and the general public 
courteous, efficient service, that the advertising is ef- 
fective. The individual’s actions or treatment of the 
public is the cause, and the solidifying of public opin- 
ion is the effect—favorable or unfavorable. 
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Good-will advertising, that dwells on the various 
phases entering into the financing, manufacture and 
distribution of the fuel of the future, gas 
service, is educational both to the public and to the 
organization; therefore, the company that 
these “trade grows by 
imparts. 


gas, or 


adver 


tises once secrets” what it 


Advertising Essential to Industry 


Not many years ago it was considered unethical by 
many professional, political and promoting gentle 
men to “talk about their business” openly. (There 
may have been instances where they were correct, 
too.) ‘Today, however, the situation has changed; 
professional men, politicians and promoters realize 
that if they do not talk about their business, adver: 
tise—and advertise truthfully—that they are pretty 
apt to see any idea, that they are undertaking to put 
into force, fail. In propagating any idea that has 
merit and that is legitimate, worth while or whatever 






yer needa 
ow stove 


“Of the Old School” 


one may desire to say of it, the first action to take 
to make it grow is to advertise it. 


When a customer who uses gas is not certain that 
he is employing it in the most efficient and effective 
manner, the gas company has missed connection, 
somewhere, with its own best interests. Tell the 
customer through advertising how to utilize gas most 
efficiently. 


The service men, meter readers and collectors who 
come in contact with the customer and the 
pective customer daily, in their homes, are regarded 
by the public as exponents of the company by whom 
they are employed. For this reason they should be 
selected and trained carefully. Some time ago, with- 
in the memory of a great many folks, a call from 
many public service company employees was about 
as much appreciated as a black-hand letter. These 
men, of the old school, however, were not trained. 
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“The Promoter” 


They “just grew up” and patterned their approach 
after an officious person who had gone before and 
who was a product of the “speak-easy” promoter 
who could ill afford to advertise, who did not “be- 
lieve advertising pays.” ‘The gas company as a rule 
has given the training of these men strict attention 
and with very gratifying results. Witness “Citizen” 
of Baltimore awarding Joseph P. Doyle a $50 prize 
for rendering “the most meritorious public service” 
and Doyle regarded his action only as a part of the 
day’s work at the time; however, his training, to- 
gether with his prompt action, intelligence and cour- 
saved the lives of five persons. 


ge, 


Apply the Golden Rule 


Passive good-will is of little value. Build your 
organization, your advertising and your public re- 
lations with the thought of the future growth, apply 
the “Golden Rule’—and you will build tavorable 
public opinion. 


Not so long ago we read a series of advertise- 
ments, published by a public service company, which, 
according to our conception, were good, in that they 
dealt with various phases of the work, that would 
as a rule baffle the layman, in a manner that could 
not fail to make them clear. They talked of not only 
the company’s problems in manufacture and distribu- 
tion, but they discussed frafikly its ideas regarding 
the manner in which its employees had been in- 
structed to deal with the public. 


Here, we thought, is a management that is broad; 
they have the proper mental attitude—but “just a 
moment, please.” <A few days after we had arrived 
at this opinion we happened to be in this company’s 
store when an employee for another public service 
company came in with a bill for service and handed 
it to the manager with the remark: “I am sorry, 
Mr.——” and he got no farther, for the manager “lit 
into him,” bellowing in such a tone that all who were 
in the store could not help but hear: “Well, you 
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need not be; this is the last chance you'll get to 
bother us; I don’t like the company or the 
way they do business, and this is the last business 
they get from us. Why don’t they mail their bill, not 
send collectors?” 


What provoked this we do not know, but we do 
believe less in those “good-will” advertisements, and 
we feel that the other folks in the store who had read 
the advertisements and heard this “outburst” could 
not help but say, “Is it sincere?” the next time they 
read one of them. 


Complaints rightly understood are not liabilities, 
but assets. When a customer makes a “kick” he also 
gives you an opportunity to “show him” what kind 
of folks you are, what kind of merchandise you sell 
and what kind of service you render. Do not regard 
the man who comes to you to make a complaint as 
a “kicker” or “grouch,” but as a friend—if he is not 
satished he will tell someone, and you should be 
glad it is you rather than his neighbor. 








The Man Who Tells How 


Not long ago we were talking to a man who has 
had quite a lot of selling experience in the appliance 
field and who, like many other men who spend their 
time out on the street, have ideas regarding the 
general organization and supervision of the sales 
department as a whole, which we think are good, 
yet for the reason that they are never told to the 
“boss,” are usually lost. 


Our conversation with this man caused us to jot 
down some of his ideas and to talk to other men who 
devote their time to sales work, but who are not 
fully in authority. The result of these talks we are 
setting forth below. They represent what several 
men believe they would do if they were steering the 
Sales and Public Relations departments of the com- 
panies by which they are employed. They say: 

“I would advertise regularly in the newspapers. 

“IT would do my best to co-operate with my fellow 
merchants and all Public Service companies operat- 
ing in my town. 

“I would sell merchandise because of its merits 
and I would never ‘run down’ a competitive line. 

“I would have a system of accounts that would 
show me exactly from what my profits were derived, 
popular sellers (?) without profit would not be given 
show or store room. 

“T would give no prizes. Any merchandise that is 
worth stocking should be strong enough (adver- 


‘department, by rendering service to 


tised) to sell on its own merit. When I discovered 
that it was not I would soon discontinue the line. 

“I would make it a rule never to promise any- 
thing to a customer that I did not believe we could 
live up to, to the minute, and | would insist that m) 
employees observe this rule. 

“I would try to realize that I could not get all the 
business in my town, but that I could get my share 
if I handled my business right and played fair, and 
possibly I would get just a little more. 

“T would strive to have my store known as a re- 
liable, dependable store, where first-class merchan- 
dise and efficient service could be had, rather than 
a place ‘where you can buy things cheaper.’ 

“I would cater to folks in general, big and little, 
rich and poor and middle class. Being in business to 
sell household appliances, | would play fair to one 
and all, for, after all, it is the masses that make or 
break a merchant in any line. 

“I would have a mechanical service department 
which would have to stand on its own legs, as the 
automobile dealer’s service department does. This 
customers, 
would bring in enough repair parts business and 
enough prospects to be a highly profitable one. 

“I would merchandise for the profit there was in 
it and I would not be interested in merchandise thaf 
did not show a reasonable amount of profit at the 
end of the year. 

“T would test to my own satisfaction each line of 
merchandise I offered my customers, in order that 
{ could stand squarely behind it. I would not offer 
for sale any merchandise that I felt was not giving 
the customer a full value for his money, in that it 
would render exactly the service for which it was 
intended. 

“I would study my town, the industry of which | 





“I'd Study Folks” 


was a part. I would study folks in general, and 
cater to the fundamental wants of the masses and 
not overlook the classes, and I believe I would sell 
as much merchandise as the next one. 

“I would read the manufacturer’s house organs 
and announcements and I would always be glad to 
see his representatives, for I would want to learn 
of the lines they were selling, and furthermore I 
know they would give me a lot of help here and 
there in other ways. 
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“T would study my stock with the idea of elimi- 
nating such merchandise numbers as did not show 
a reasonable turnover. I would have no room in my 
stock room for ‘cold storage’ or room on my floor 
for ‘sleepers.’ 

“I would always be willing to let the manufac- 
turer’s salesman tell me how he would ‘put over’ his 
line to the customer—and I would ask that he in- 
struct my salesmen in the art. It is my idea that 
it is a poor manufacturer’s representative who can’t 
sell the customer his line.” 





A Few Remarks Regarding Man Turnover 


Undoubtedly it is the obvious thing that causes the 
ascending sales curve, the increased or equalized 
send-out, or the added public good-will of a gas 
company. 


It is the little things, well done in any Separtment, 
by any individual, or organization, me obvious, 
everyday, commonplace or routine phases of the in- 
dividual’s or organization’s efforts, summed up, that 
point conclusively to the reasons for success or fail- 
ure. 





$18 Clerk 


Percolating through many minds today are ques- 
tions of “WHY? The management of every oper- 
ating, as well as of every holding company is ask- 
ing, “Why are our sales costs ever increasing? Why 
is our personnel ever changing? Why is it men do 
not stick? Why is it just at the time they become 
of value to us, are educated to our methods, that 
they get up and move?” 

On all sides there is a complaint as to the class 
of man power that is attainable to fill various jobs 
in the organizations. The complaint is that men 
shift, have not the mentality or fail to show evi- 
dence of it, fail to do other than put in time, do as 
little as is possible, if paid by the week or month, 
or that those who “catch on” and produce are quick 
to leave, once they become at all proficient or when 
they become of real worth. This is especially true 
in connection with the selling ertd of the business. 

It is said by a number of men connected with the 
industry, within the year, “I do not see why Charlie 





Smith left the Citizens,’ or “I see Jim Sanders has 

left Blankton. I can’t understand these fellows.” 
Recently a man who made a study of the migra- 

tion of these men in the industry and their reasons 





tor departure from it said: “I’ve given the subject of 
man a lot of thought; I gathered, here and there, a 
lot of information about men, the results they at 
tained, the salaries they drew or the commissions 
they earned and the length of time they remained on 
their first jobs, when they changed jobs, when they 
began to change regularly, and finally when they 
left the industry. You may believe me, this sifting 
down of facts, together with some estimates of costs 
to the industry and to the different companies, opened 
my eyes. The man turn-over was amazing, and its 
costs—why, they look like a movie star’s salary as 
reported by his press agent. Yet while I know my 
study was in no way complete, it was sufficient; 
that is, it made plain to me that I[ for one had been 
‘going all around Robin Hood's barn’ to accom 
plish certain desired results and neglecting the ob 
vious, the thing that I should have understood and 
undertaken at the outset. That is, selection of men 
who could grow and produce, earn for the company 
and who in turn would expect to be compensated 
accordingly, but I forgot the latter, and while I did 
not have the trouble that others have had and are 
having, I had my share.” 


Excessive Man Turnover Due to Compensation 


The chief reason for the excessive man turnover 
in the selling end, this man learned, was due to com- 
pensation, and he was willing to admit it. 

To bear out his findings other men were inter- 
viewed, salesmen for gas companies and appliance 
manufacturers and commercial managers. The sum 
of their opinions and experiences were about the 
same (whére they would talk)—that the man turn 
over was excessive and that the only way to cut it 
down is to, first, lay out sales work on a definite 
basis, pay living salaries or commissions, and fur- 
nish proper support to the sales force, by furnishing 
complete customer data to salesmen, by carrying on 
a continuous advertising program, by continual edu- 
cational efforts and by sales management that can 


(Continued on page 16) 
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One Minute, Please! 


As Bill Edwards says in his football book, “There is only one day 
to make good—the day of the game. The next day is too late.” 


There are many of us who are counting on making good tomorrow. 
Tomorrow we are going to get busy and make a great noise in the world. 
Tomorrow we shall begin to work harder, study harder, plan better, earn 
more, save more, accomplish more. ‘Tomorrow we shall carry out those 


great plans we have for increasing the business. 


Tomorrow and always tomorrow! What is the matter with today? 
Isn’t this a good day to start something, to carry out something we 


started yesterday, to finish what is already begun? 


What reason is there for thinking that tomorrow is going to be a 


better day for all those things? Today is a pretty good day. Ill say it is. 


The trouble with tomorrow is going to be that it will bring with it a 
whole lot of things of its own that will make it just as hard a day for 


starting new plans as today is, or as yesterday was. 


When you were a youngster did your parents tell you that “Going 
to do it never got anything done”? Mine did. I was always excusing 


myself by saying that I was just going to do it. 


Let’s cut out the “Going to do it” and let’s do it! 


I thank you. 


FRANK FARRINGTON. 
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SALESMANSHIP AND ADVERTISING 


There are two general ways in which an industry 


comes in contact with its consumers. method 
is by the written word and the other by the spoken 


word. 


One 
A company—and of course this refers in par 
ticular to gas companies—may advertise in news 
papers or journals or it may distribute pamphlets, 
leaflets or other advertising matter, direct to its cus- 
tomers. ‘he value of advertising is not to be under 
rated, and its importance is evident to every pro 
gressive enterprise, but the results obtained by ad 
vertising, the effects produced by it on the minds 
of consumers and potential customers, the good will 
that it can be made to engender in the community 
and, in fact, all the varied advantages that can accrue 
from it, can be supplemented and enhanced to a large 
degree by the spoken word. 

And here is where the salesman enters upon the 
stage. And particularly the salesman who meets the 
customer and the potential customer in the company 
salesroom. The salesman who comes in centact with 
people visiting the company’s offices and salesrooms 
has the best opportunity of transmitting to them the 
company’s message, of making known to them the 
principles upon which the company’s business is 
based and of instilling in them the fundamental idea 
that the company exists to serve its customers. 

The salesman must remember that he is the mouth 
piece of his company, that the company speaks to its 
customers through him, that their conception and 
opinion of the company will depend to a large extent 
on his attitude towards them. The spoken word is 
in certain ways more potent than the written word. 

The salesmon can go far in enhancing the value of 
his company’s efforts to stimulate good will and a 
friendly spirit amongst its customers by educational 
The 
visitor will remember distinctly and permanently the 


advertising campaigns and the like. average 
reception that he received in the gas company’s of- 
fices and showrooms, as well as the ideas he receives 
by reading the company’s advertisements. 

3ut it is necessary to emphasize the importance 
of advertising, for it serves as a basis upon which 
an enterprise builds its progress and furthers its de- 
velopment. Hence, the salesman, acting as an ad- 
junct to advertising, coming in direct contact with 


the people who read the advertisements, can be of 
inestimable help in putting across the messages that 





are contained herein. By being polite, by answer- 
ing all questions, no matter how foolish they may 
seem, by being ever ready to he!p out the customer 
and suggest ways and means in which he can attain 
the desired results, by indicating to him new ap- 
pliances and new devices which may save money 
and trouble and by co-operating in many different 
the this 
towards promoting the interests of his company and 
aid his industry, the gas industry, in reaching its 
ultimate goal, gas as a universal fuel. 


ways, salesman can in way do his share 


INDUSTRIAL DATA SHEETS 
The 


dustry now possesses a special, separate section in 


Industrial gas is making progress. gas in 
the American Gas Association, known as the Indus 
trial Gas 


Industrial Gas has arrived officially, has secured the 


Section. There is no question but that 
attention of the entire gas industry in a more forci 
ble manner than ever before. 

In keeping with the policy of the American Gas 
Journal to always give a maximum service to the 
gas industry, it is having prepared a series of stand 
ard data sheets, each of which will contain mathe 
matical lesson, indicating the calculations that have 
to be the effi- 
ciency of gas as a fuel for various purposes. 


carried out to determine cost and 


Each sheet will contain two standard calculations, 


worked out in detail. Thus, for example, if the sub 


ject is brass melting, the data sheets covering this 
subject will contain the principles underlying the 
calculation that must be made to determine how 


much gas must be used to produce the desired effect 
and under what conditions the gas must be burned. 
Calculations will also be carried through to demon 
strate how the principles are put to actual use in 
arriving at a conclusion in a practical case. 

These data sheets are being prepared by experts 
and the information that they will contain will be 
of great value for both the industrial gas engineer 
and the industrial gas salesman. ‘These data sheets 
will be printed on a strong paper, properly sized 
and punched to fit the standard binder. They will 
be so bound in the “Journal” that they can be re- 
moved without destroying the reading matter pages. 
We hope to have the first set of four ready for in 
sertion in an issue of the “Journal” in August. 
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Increasing Sales Efficiency 


EACH EMPLOYEE OF GAS COMPANY CAN 


AID SELLING CAMPAIGN—IMPORTANT THAT 


ALL BE SOLD ON GAS 


J. E. Bullard 


While the practicality of the methods advocated 
may be questioned under certain conditions, it is evi- 
dent that the first essential in selling is to be sold 
yourself. Gas company employees should realize that 
they set an example which other people in the com- 
munity are very apt to follow. If we are not for our- 
selves, who shall be for us? In making gas the fuel 
of the future, every employee in the gas industry 
must lend his strength to the oar to push the ship of 
industry along. In union there is strength and all 
working together, ready to boost our industry wher- 
ever and whenever possible, and this will serve to 
overcome sales resistance and promote the develop- 
ment of gas. 

A few practical points, which are well worth think- 
ing about, are depicted in his article: 

“The collector for the gas company,” says Print- 
er’s Ink, “was making his monthly call at the home 
of one of the Schoolmaster’s neighbors. When she 
had paid the bill she inquired about a new gas 
range, which she had needed for several months. 

“*T don’t know anything about ranges,’ the col- 
lector replied. ‘I’m just the collector. Drop around 
at the office. They'll give you the dope,’ and he was 
gone.” 

The item goes on to say that two days later the 
collector for the electric light company called and 
was asked about vacuum cleaners. He gave the 
consumer a circular, turned in the name and address 
at the office and in a couple of weeks she bought a 
new vacuum cleaner. She is still using her old range. 

The friend of a works employee of a gas company 
making efforts to sell gas coke, in the days before the 
coal shortage asked this man if he would recommend 
coke as a fuel. “Don’t buy it just now,” was the an- 
swer. We've just had a big shipment of poor coal. 
You'd better wait till that is gone before you buy.” 

The poor coal to which this man referred was 
some steam coal that had been purchased for mixing 
with the gas coal for the special purpose of making 
a better coke. Due to his ignorance, however, he 
was doing what he could to prevent people from buy- 
ing the coke and believing all the time that he was 
doing his friend a good turn. 

There are many instances such as these where the 
gas company employees, who come in contact with 
the customers and even those who do not, may hold 
back sales. Of course, the meter reader, the gas bill 
collector, the street gang, the service gang, the men 
who blow out the piping in the house, test or change 
the meter, and all the other men who come into direct 
or indirect contact with the consumers cannot be ex- 
pected to act as salesmen. They cannot be expected 
to spend the time or even have the knowledge needed 
to answer all the questions people may ask them 
about appliances. They cannot be expected to do 
any direct sales work. 


However, it may be possible to provide the fore- 
men of all gangs doing work in any way connected 
with the supply of gas to the consumers’ appliances 
with literature that may be given to any consumer 
asking questions. They can also be provided with 
small books in which they can record the name and 
address of each person asking a question, and these 
names and addresses may then be turned over to the 
sales department so that at least a letter may be 
written to that consumer within a day or two at 
most, and a salesman may call within a few days. 


Each Gas Company Employee Should Be Sold on Gas 


One thing that holds back the sale of gas appli- 
ances is the fact that the average gas company em- 
ployee has not yet been sufficiently well sold on ap- 
pliances. It would be interesting to take a census of 
gas company employees and find out just how many 
of them have all-gas kitchens in their homes. lf 
this would be done, it would generally be found that 
a surprisingly large number of these people believe 
they must have a coal range in the kitchen for eco- 
nomical reasons. 

Careful tests, however, will show that in at least 
nine cases out of ten the all-gas kitchen will prove 
cheaper than the coal range with gas appliance aux- 
iliary. But it isn’t so much a matter of being able 
to afford it as it is of really wanting it. 

Most anyone will say that the girls working as 
clerks in a department store cannot afford to wear 
silk underwear, yet the underwear buyer for a de- 
partment store that is making a great success in sell- 
ing silk underwear has made it a practice to sell silk 
underwear at the regular price to every clerk in her 
department. She points out the advantages of this 
underwear to them so forcibly that they really want 
to buy it. When they do buy it she knows that they 
have come to believe in it to such an extent that 
they will be able to sell it to others. 


It is extremely important that every one in the 
employ of the gas company be sold the idea of doing 
it better with gas. It doesn’t cost much to advertise 
to the gas company employees. Circulars can be 
placed in all the pay envelopes. An employee house 
organ may be used to keep them informed. Bulletin 
boards will help. Every advertisement published in 
the newspapers, every news item about the gas com- 
pany that appears in the local newspaper, every bit 
of advertising matter that is sent out should be 
posted on bulletin boards, so placed that every em- 
ployee of the company will see at least one of these 
boards every day. 


Old matter should never be allowed to remain on 
these boards. Only the new matter will do any good. 
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Overcoming Sales Resistance 

This idea is not by any means a new one. It has 
been used in other fields and it has been found to 
more than pay for its cost in the lessening of sales 
resistance that results. Practically all the expense 
connected with it is a daily visit to the boards to add 
new material and take down old. 

A certain departntent store makes it a practice to 
require all its clerks the first thing in the morning 
to read all the advertisements that have appeared in 
the newspapers since those read the morning before. 
These clerks have to initial these advertisements so 
there will be a written record that they have actually 
seen them. 

An ice company that was trying to increase the 
winter demand for ice prepared special advertising 
matter for its drivers. The purpose of this advertis- 
ing matter appeared to be to reach the customers by 
having the drivers distribute it. The real purpose, 
however, was to bring home to the drivers the ad- 
vantages to the customers of buying ice in winter 
and incidentally what it would mean to the drivers 
to have those customers buy ice the year round. 

It is becoming more and more apparent that if the 
very best results are to be secured from the sales 
efforts put forth it is necessary to reduce the sales 
resistance as much as possible and there seems no 
better way of doing this than to make certain that 
every employee of the company helps rather than 
hinders sales. It is quite possible that in the course 
of a year or so someone will reach that woman who 
asked the collector about gas ranges and try to sell 
her one. At that time it may be very hard to make 


the sale. It may also happen that she has spent so 
much money for so many other things that she will 
decide she can get along with the old range for a 
little while longer. 

There are certain facts that all gas company ex- 
ecutives should bear in mind. One of these is that 
the productive capacity in the United States has in- 
creased tremendously since 1914. The prospect of 
selling the surplus production in foreign markets is 
not good. Europe is in no condition to take much of 
our surplus. Manufacturers will be forced to de- 
velop the home market to the maximum. This 
means the keenest sort of sales competition. When 
a customer is ready to buy, that customer must be 
sold at once or someone else will come around and 
sell something else to her. No one needs to wait in 
order to spend all the money he has to spend. 
Everyone will spend the money available for spend- 
ing purposes for those things they are made to want 
most and which it is made the easiest for them to 
buy. Every obstacle the gas company places in the 
way of buying gas appliances means the loss of a 
great many ntore sales than would have been the 
case back in 1912 to 1918. 

For every eighty cents people have been spending 
efforts will be made to sell them a dollar or more in 
goods and services. It remains to be seen whether 
the purchasing power can be increased to this extent. 
In the meantime it is obvious that the concern that 
follows up every prospective customer with the least 
possible delay is going to make more sales than the 
one that places the slightest obstacle in the way of a 
single sale. 





Selling Just Before Housewarming 


HOME BUILDERS DO NOT ALWAYS SELECT GAS EQUIPMENT 
WHEN BLUE PRINTS ARE MADE 


Men and women who build new homes do not al- 
ways buy all their equipment when they go over the 
blue prints. Lots of things would interfere even if 
they wanted to do it. There are financial problems 
connected with building a new home, uncertainty as 
to how the house will look when finished, etc. 


But when the house is well under way or near com- 
pletion, then the question of equipment assumes a 
new importance. At such times the Peoples Gas 
Light and Coke Company of Chicago uses news- 
paper advertising to remind the new home-owner 
that it can furnish a real service. 

For instance, along in the latter part of June and 
early July, when the homes, construction of which 
was started in the spring, are beginning to take defi- 
nite form, such appeals as these are made: 


For That New Home of Yours 


Satisfaction is assured when you buy from an or- 
ganization trained to study your needs and thor- 
oughly capable of advising you. 

We are experienced judges of gas appliances; 
that’s our business. Our merchandise is expertly se- 
lected on the basis of quality, value and service to 
users. 





We know the type of gas applances that will best 
suit your needs in the laundry, the kitchen and for 
heating. Every appliance we sell must pass rigid 
laboratory’ tests conducted by our engineers. 

Come in and acquaint yourself with the complete- 
ness of our household equipment line. 

You will gain new ideas on economical home man- 
agement and greater household comfort. You will 
find a fully informed sales force upon whose judg- 
ment you may safely rely in selecting proper equip- 
ment for that new home of yours. 

Another effective piece of advertising copy that 
has been used by the People’s Gas Stores to get 
women interested at this important season of the 
year begins simply: 

“Next time you are down town make it a point to 
drop in at the People’s Gas Stores. 

“Thousands of Chicago women are finding this 
the ideal place to buy all their kitchen needs. And 
especially do they prefer it in this warm weather. 

“Come—learn the reason why. Enjoy a quiet 
shopping tour through this clean, attractive store, 
where there are no elevators to take and no elevator 
jams to get into—where everything for the kitchen 
is conveniently laid out before you. 

“Here you will find, etc., etc.” 
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Open House Exhibits Will Sell More Appliances 


SOME SUGGESTIONS AS TO HOW THIS CAN BE DONE 
By Frank H. Williams 


IXvery now and then some live wire real estate man 
or contractor or builder puts up a new home and gets 
some furniture store to furnish it and then throws 
the place open for visitors to inspect. This sort of 
thing seldom fails to get a good crowd and nearly 
always helps immensely in selling the house itself 
and in selling the furniture on display. And in this 
proposition there is a good idea which can be used 
with splendid results by gas company appliance de- 
partments in selling more appliances. 

Vhe idea is this: 

Put on exhibitions of appliances, from time to 
time, in new homes in various parts of the city. See 
to it that the appliances are in actual use in the 
hemes during the time of the exhibits and see to it 
that big crowds of people attend the exhibits and 
that the affairs are made of sufficient interest to get 
a lot of attention and create a lot of talk. 

Let us see just how the gas company could stage 
such events and let us also see just how the gas com- 
pany could cash in on the exhibition to the fullest 
possible extent. 


Pointers on the Exhibitions 


The exhibitions should be staged in various parts 
of the city, so that each neighborhood would have 
the chance of attending one of the exhibits and so 
that the gas company could do intensive promotion 
work in getting people to visit the affairs. It would 
probably be best to work with different builders in- 
stead of with any one builder, as, if the gas company 
staged all its exhibitions in homes erected by only 
one builder, the public would be apt to get the idea 
that there was some connection between the gas 
company and the builder, and this would not be a 
good thing. Most builders would be delighted to 
let the gas company stage exhibitions of this sort in 
the new homes they erected, as the stunt would give 
a lot of publicity to the builders and would be of im- 
mense help to them in their business. 

Whenever an exhibition is staged the gas com- 
pany should advertise the fact in the newspapers and 
should give the time of the exhibit, tell about some 
cf the special features of the event and extend a gen- 
eral invitation to everyone in the city to attend the 
affair. It should then back up this general invita- 
tion by neighborhood invitations to all of the people 
in the immediate neighborhood of the home where 
the exhibition is being staged. These neighborhood 
invitations could be extended by means of direct mail 
advertising or could be given over the phone. The 
gas company could employ a couple of girls for a 
couple of days to call up all the gas users in the im- 
mediate vicinity of the home and to ask all of the 
people to attend the event. The delivery of phone in- 
vitations wouldn’t cost any more, in the long run, 
than mailed invitations and would probably get bet- 
ter results in getting large crowds to visit the exhi- 
bition. Most of the people to whom phone invita- 
tions are delivered would be more impressed by 


these invitations than by mailed invitations, and 
would be more apt to attend the event. 

There should be signs on the front of the house 
where the exhibit was to be held giving the time of 
the affair, extending a general invitation to every 
one to attend and telling about some of the special 
events to be held in connection with the affair. 


Souvenirs Might Be Given 

To help getting a crowd to the exhibition it might 
be a good plan to present souvenirs to all of the visit 
ors. These souvenirs might be carnations, or pocket 
nuriors, or something else which wouldn’t cost very 
much. The fact of giving away souvenirs of this 

ert would be sure to direct a lot more attention to 
the affair. 

In order to attract the greatest possible attention 
to the gas appliances on display it would be best to 
see that there were no furnishings in the house out 
side of the lighting fixtures and the appliances. lf 
the gas company could arrange to have the exhibi 
tion staged in a house that was lighted by gas, thé 
event would be that much more interesting to folks, 
and would that much more strongly impress the use 
of gas upon the visitors and so would be that much 
more of a boost for the gas company. 

To give a festive air to the occasion and make 
folks feel that the exhibition was a real event, it 
would be a good plan to have music in the house dur 
ing the exhibition, with, perhaps, dancing in one of 
the rooms and with the house nicely decorated for 
the event with flags, bunting, etc., both inside and 
out. 

During the course of the event it would be a splen 
did idea for the gas company to stage some demon 
strations in the house of the appliances it had on ex- 
hibition. The more interesting and worthwhile 
these demonstrations were the more effective they 
would be in helping the company to sell more ap- 
pliances. 

It would be imteresting and effective, for instance, 
for the gas company to have a competent cook dem- 
onstrate the cooking qualities of the range installed 
in the kitchen. This cook might bake a lot of cakes 
during the course of the exhibition and could give 
samples of these cakes to all of the people coming to 
the kitchen. This ‘would be something that would 
make a deep impression with many of the visitors 
and make them talk and thus give the gas company 
some splendidly worthwhile advertising. 


Appliances Might Be Demonstrated 

It would also be interesting for the gas company 
to have other demonstrations of other appliances 
throughout the house and to have some man who 
would go around from room to room talking inter- 
estingly about the appliances in that particular room 
and calling the attention of the visitors to the special 
features of the appliances. Such a stunt would be 
sure to get large crowds of people to follow the lec- 
turer and would make folks feel that the whole 
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affair was more of a real event in the neighborhood. 


There should be placards on the walls of the home 
telling about the appliances in the rooms where they 
were hung and giving the names of some of the peo- 
ple in the neighborhood who had purchased the ap- 
pliances within the past six months or so. There 
might even be photos on these placards of some of 
the homes in the neighborhood where the gas com 
pany’s appliances had been recently installed. Also 
on these placards there should be short interviews 
with the purchasers of the appliances in which the 
purchaser praised the appliances. 

This sort of thing would localize the whole affair, 
give the whole affair an immediate neighborhood 
interest and so would be certain to make all the peo- 
ple in the neighborhood take a deeper interest in the 
exhibition and talk more about it. Also if the gas 
company would play up the names and addresses of 
the recent purchasers of its appliances it would be 
doing something which would please these people 
and make them even more friendly toward the gas 
company and make them go out of their way to help 
the company along. 


Appliances Would Be Sold 


Of course the main feature of the event would be 


the selling of appliances. It would be a splendid 
thing, of course, for the gas company to put over a 
stunt which would get it so much worthwhile adver 
tising and publicity, but the company would want to 
cash in on the proposition to the utmost by selling as 
many appliances through the exhibition as possible. 

In making the exhibition create appliance sales it 
would be a good plan to have competent salespeople 
on hand in each room where there were appliances. 
These salespeople could distribute literature and talk 
with the people to whom the literature was distrib- 
uted, and in this way would get in touch with many 
prospects. The business of these prospects could be 
solicited after the close of the exhibition. Undoubt 
edly, too, a large number of sales of appliances would 
be made while the exhibition was going on. 

Exhibitions of this sort would be put on by the 
gas company without the expenditure of any vast 
amount of time or trouble, and in the advertising and 
publicity they would get for the company and in the 
boost they would give to business they would be very 
much worth while. They would not only stimulate 
the general public to take a greater interest in the 
gas company’s appliances, but would also pep up all 
of the employees of the company and ‘so be a help in 
that way. 





Creating Customers of the Future 
AN ILLINOIS GAS COMPANY URGES CITY PEOPLE TO MOVE INTO SUBURBS 


Selling more gas service by using advertising space 
in metropolitan newspapers to point out the advan- 
tages of suburban life was the keynote of a cam- 
paign by the Public Service Company of Northern 
Illinois. Gas was not the main theme of the adver- 
tisement. Instead, the advertisements run in Chi- 
cago papers said: 

IN THE SUBURBS OF CHICAGO 
THERE’S THE HOME OF YOUR DESIRE 

Northward along the scenic shores of Lake 
Michigan, village after village invites you. To 
the west and south of Chicago more towns, 
equally proud of their attractiveness, offer 
homes and homesites ’mid surroundings that 
appeal. 

Easily accessible, these beautiful places enable 
you to respond with confidence to the alluring 
call of country life and its healthful recreations 
Adequate educational facilities—kindergarten, 
grade and high school—ensure proper instruc- 
tion for your children under most modern condi- 
tions. Churches of your chosen affiliation extend 
a welcome. 

What greater joy can your boy have than a 
dog trailing along faithfully at his heels? And 
your other youngsters can have their pets, 
chickens, rabbits—and play in the open air. En- 
joy beautiful flowers, spreading shade trees and 
inviting lawns. Lay out a garden and raise your 
own vegetables. They taste so much better 
when you grow them yourself. So make your 
plans to live out where the country begins. 

City residents planning to move out to any of 
these suburbs will be interested in knowing that 
the same full measure of Gas Service which they 
now enjoy will be available to them. 





If we can assist you in locating we will be 
glad to have you call at any of our district 
offices. 

“Where will you live in 1930?” is a question that 
the Public Service Company of Northern Illinois 
asks, in advertising which is planned to bring new 
residents to the 177 cities and villages which it serves 
and thus create new customers for gas and electric 
service. The situation is termed “On the Edge of To 
morrow.” How the advertising points out opportu- 
nities is shown in the following copy: 

“Where will you live in 1930? 

“That is only seven years hence, a brief span in the 
life of this generation. 

“Chicago, city of marvelous growth, is bursting its 
bounds to house a constantly growing population. 

“In this vast and rapid expansion city dwellers 
must be concerned about their homes, insuring to 
their children the advantages of healthful air and 
proper surroundings, where educational facilities are 
adequate and the church extends a welcome. 

“Chicago is encircled by towns and cities of rare 
residential attractiveness and industrial opportunity, 
forming north, south and west THE EDGE OF TO- 
MORROW. Boundary lines of great cities are 
changed by the march of men and the demand for 
homes and a place to work. 

“The farms of yesterday are divided into the home- 
sites of tomorrow. Homemakers and business men 


look out beyond the edge—out where the country 
beckons and opportunity is new. 

“And in the making of your plans it is important 
for you to know that the same full measure of gas or 
electric service which you now enjoy will be available 
to you in the widespread territory of this company.” 
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Investigating High Bills 


HOW SUCH COMPLAINTS ARE HANDLED 


R. W. Manier, Binghamton G as Works, Binghamton, N. Y. 


The most important factor in the success of a 
Public Service Corporation is the good will and 
friendship of its customers and of the community 
at large. 

Unfailing courtesy, fine and fair treatment is es- 
sential from the general manager to the lowest em- 
pluyee on the payroll. One of the most important 
points in the entire organization is that of the so- 
called Service Department, having in charge contact 
‘with the customer, handling all questions of good 
service. The consideration of high bill we consider 
paramount. 

We probably are not putting forward any new 
ideas, but our views may emphasize and crystallize 
some points for some of you; if this is so, we are, 
indeed, well repaid. 


The fundamental point, we think, is to put your- 


self in the consumer’s place and get his viewpoint. 
Real courtesy helps decidedly to make the sale, 
where the customer feels you and your company 
mean to play fair and make every effort to find the 
cause of the trouble. 

A great many customers are not satisfied with 
having their complaint handled by a subordinate, but 
wish to go right to headquarters. We encourage 
this. Any customer, not perfectly satisfied with the 
attention received at our Service Counter, is courte- 
ously referred to me for further consideration. This 
takes time, but is of decided value in the long run. 

Our system may be of interest and may give some 
ideas, especially to the smaller companies. 


How Complaints Are Handled 


When a complaint of high bill is filed, we fill out 
a “Complaint Record,” giving name, address, meter 
number, date set, billed index, together with spaces 
for reports as to results, and space, with meter dials, 
showing verification of index, order for test, etc. 
The reverse of this form has spacing for two year 
bills showing month, date of reading, indexes, con- 
sumption and bills. We find this comparison of great 
importance ; possible short readings are detected and 
in many ways it has been of great value in talking 
with the customer. 

Many times it is possible to convince the customer 
the bill is correct without even verifying the index. 
Or the Service Man, with this information at hand, 
is able to locate the seeming trouble at the house. 

Do not try to hurry to get through with the com- 
plainant, either at the office or at his or her house. 
Give them plenty of time. Go the limit as to prov- 
ing index, watching meter for leaks, adjusting ap- 
pliances and even testing the meter itself, if neces- 
sary. 


*pP 


aper read at meeting of the Empire State Gas 
and Electric Association, Briarcliff Manor, N. Y. 





When talking with the customer find how they use 
the gas, estimate the consumption on his own figures. 
You will be surprised how many cases show as much 
or more consumption, on their own estimate, than 
the billing. 

I shall always remember the comment on one of 
our last discount days. I had taken on a new clerk 
and told her to listen in, to get the idea of service to 
the customer. After closing the office she came to 
me with the remark: “Now I see what you mean. 
Of all the people who were in to see you today every- 
one left your office with a smile and a thank you.” 

With this friendly, courteous attitude, the great 
majority of customers, in the final analysis, even if 
you have to report there is nothing wrong on your 
part and the bill must be paid as it stands, will pay, 
with a grimace perhaps, but will tell you they appre- 
ciate the treatment received and that you have done 
everything they could possibly expect. When a cus- 
tomer feels this way, we think we are giving them 
real service. 





HERE AND THERE IN SELLING 
(Continued from page 9) 


get out and help where the occasional sale hinges on 
teamwork. 

Right here it might be said that several salesmen 
have registered the thought that it might be a good 
idea for the salesmanager “to show them” now and 
then rather than tell them how he would do it, 
though all the men interviewed express their need 
of a directing head to plan campaigns and assist them 
in combating cther sales obstacles. Yet none failed 
to register that it works better when they have ac- 
tual proof that the man who tells how can actually 
get into the field and ring doorbells, if need be. 

A great deal of complaint was registered where 
men who started out on a commission basis and 
who, when their volume becomes high, were switched 
to a salary basis or a new commission plan was 
introduced. We know of one man who was selling 
a major amount of merchandise for his company 
when all of a sudden he was notified cnat aiter a 
certain date his commissions would cease and he 
would work on a salary, which was 24 per cent less 
than he made on the straight commission plan. He 
quit cold. Then there is the case of another man 
who had by study and application attained a posi- 
tion of high rank with a company, but who resigned 
after many years and left the industry because his 
company would not meet a figure named by the new 
concern in another field, and it will take years for 
another man to fill his job with the old company 
and cost many dollars, to say nothing of the loss t 
the industry. 
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The mere fact that there is an e\ er-changing per 
sonnel, especially in those departments of the gas 
company which meet and serve the public, should be 
enough to convince the management that their major 
thought in building up sales volume, appreciation of 
service rendered and favorable public opinion should 
be given to building up the local organization, build 
ing an organization of loyal employees, loyal to the 
company and the public. It is no small undertaking, 
but it can be done. The process should be started after 
the selection of the men is made, and men should 
be selected with that thought in mind and with the 
knowledge that if they “come through” that they 
will be rewarded by proper compensation. 

To create demand is one thing; to hold it through 
quality is another.. That should remembered 
Stringing up service signs and of conduct 
means nothing, or less, if the product dispensed or 
the quality of personnel is not first class. Don’t 
expect $5,000 results from $18 clerks at the service 
from $30 salesmen. Don’t complain of the 
man turnover, but figure on it, if the other fellow 
pays better salaries. Human nature is the same un- 
der the skin, and as man becomes educated, enlight- 
ened, even if at your expense, as you see it, don’t 
blame him if he seeks salaries that will enable him 
to have the better things his education and effort 
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Window Display of the Portland Gas & Coke Company, Portland, Ore. 


























have taught him to desire 
what would you do? 
to do otherwise. 


Getting into his shoes, 
Well, then, don’t expect him 


USING NARROW WINDOW FOR GAS 
APPLIANCE DISPLAY 


The pictures shown were sent to us to show how 
narrow windows can be made use of to display mer- 
chandise. The window had a Ruud Automatic Water 
Heater artistically displayed. In the entrance was 
a wash basin and the hot water faucet was connected 
with the Ruud heater in the window. On the floor in 
front of the Ruud heater was a mirror, so that the 
person turning the faucet could see by reflection how 


the gas flame comes on. The arrow on the floor 
pointing to the glass was of brilliant red. In the 


same window there was a “Gasco” Furnace set up 
and the children’s play table, over which was a sign 
that this play corner was now “where formerly the 
coal bin used to be.” 


The window represents the entrance to the sales- 
room of the Portland Gas & Coke Company, Port- 
land, Oregon. 
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THIRD ANNUAL MEETING OF THE COMMERCIAL SECTION and the electric section promote 
OF THE EMPIRE STATE GAS AND ELECTRIC ASSN. 


Amid the beautiful country sur- 
roundings of Briarcliff Lodge, at 
Briarcliff Manor, New York, the 
Empire State Gas and Electric: As- 
sociation held its third annual 
meeting of the Commercial Sec- 
tion on June 28 and 29, 1923. 

The meeting was called to order 
by A. A. Doering, chairman of the 
section. The host of the lodge, 
Mr. Steele, was introduced and 
made a few remarks in welcoming 
the meeting. After the chairman 
had announced the details regard- 
ing the golf tournament, the auto- 
mobile ride and other amusements 
arranged for the members, the 
meeting settled down to business. 

Mr. Doering appointed a nomi- 
nating committee, consisting of 
Messrs. S. Smith, E. L. Wilder and 
T. P. Fedder. 


Report of Chairman 


The chairman then read his re- 
port, which is printed in full below. 
The efforts of the Commercial 
Committee for several years has 
been directed toward providing for 
the frequent interchange of knowl- 
edge of the practical daily com- 
mercial work of the members of 
this association. T« further this 
work the state has been divided in- 
to sections with a chairman for 
each section and during the year 
just closing were known as 
Southern Tier Commercial Divi- 
sion—Mr. S. Smith, chairman. 
Long Island Commercial Divi- 
sion——-Mr. W. A. Morris, chairman. 
Western Commercial Section— 
Mr. E. L. Wilder, chairman. 
Central Commercial Division — 
Mr. W. J. Reagan, chatrman. 
Eastern Commercial brvision 
Mr. Theo. P. Federer, chairman. 
Metropolitan & -Westchester 


i 


Commercial Division—-Mr. W. A. 
Root, chairman. 

Recognition of the value of the 
work being done is increasing, as 
shown by the attendance at the 
meetings. In 1922 there were five 
meetings held, with a total attend- 
ance of 40. In 1923 the1e were nine 
meetings held, with a total attend- 
ance of 153. At one of the meet- 
ings the gentlemen attended an ex- 
position of labor-saving devices. 
The newspapers in a number of 
cases have given accounts of these 
division meetings, thereby indicat- 


ing the interest of local communi-~° 


ties in matters of this kind, which 
all helps to promote good public 
relations. 

It has been the practice hereto- 
fore to start the year’s work after 
the annual meeting of this associa- 
tion in October, with several 
months elapsing before the com- 
mittee work became active, but a 
change in the method of organiz- 
ing the sections, that is, the elec- 
tion of officers by the section in- 
stead of their appointment by the 
incoming administration of the as- 
sociation, will hereafter allow the 
work to commence, probably in 
September. This will allow more 
time as a year’s work, so that more 
meetings, a larger attendance and 
a greater amount of good is ex- 
pected. Through the attendance of 
employees at these meetings, com- 
panies are benefiting by the inter- 
change of experience and sugges- 
tions, particularly the smaller com- 
panies, whose personnel is limited 
and who have fewer facilities for 
coming in direct contact with oth- 
ers engaged in similar lines of 
work in larger organizations. 

It has recently been suggested 
by the executive committee of this 
association that the gas section 


their activities along the lines that 
we have been following for several 
years and with the further 
gestion that the state be divided 
into nine divisions instead of 
on 


sug- 


SIX, 
as we have been carrying our 
work. This latter suggestion will 
no doubt be followed commencing 
with the activities of the new year, 
but as the object of commercial 
work is to produce some benefit 
for the member companies through 
the attendance of their employees 
at the division meetings, it is qtfite 
evident that each division must in 
clude enough member companies to 
make the attendance at a division 
meeting worth while, and it may 
therefore be necessary in organiz 
ing for the coming year to com 
bine one or more of the new divi 
sions suggested. 

I am very glad to be able to state 
that during the past year all of the 
New York City gas and electric 
companies have become members 
of this association, and the Com- 
mercial Section looks forward to 
ward benefiting greatly by their 
wide and valued experience. 

For the coming year I can state 
that division meetings nave al- 
ready been definitely arranged for 
at Buffalo, Schenecta¢y and Bing 
hamton in September. Campaigns 
are being held by various compa 
nies, the result of which will be 
presented to the various division 
meetings. 

The enthusiasm at the meetings 
held this year and the interest 
manifested in the future work is 
gratifying and indicate a success- 
ful year ahead. 

I desire at this time to express 


the thanks of the Commercial 
Committee to those gentlemen 


who have attended and taken part 
in the division meetings, to the 
various companies who have al 
lowed these representatives to at- 
tend and particularly to the com- 
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panies who have placed their of- 
fices at the convenience of the 
various division chairmen so that 
these meetings could be held and 
who have so splendidly entertained 
these gentlemen at the varrous ho- 
and clubs. The following 
companies were particularly active 
in this respect: 

Rochester Gas and Electric Cor- 
poration. 

Utica Gas and Elearic Corpo- 
ration. 

Syracuse Lighting Company. 

Corning Light and Power Com- 
pany. 

Empire Gas and Electric Com- 
pany. 

Associated Gas & Electric Com- 
pany. 

I also desire to expsess my per- 
sonal appreciation to the members 
of the Commercial Com:nrttee for 
the wonderful support they have 
given the Commercial Committee 
work during the past year. 

The first papers read were on 
Purchasing and Storeroom, by A. 
A. Rhubart of the Utica Gas and 
Electric Company and H. B. Cleve- 
land of the Elmira Water, Light 
and R. R. Co. 


tels 


Papers on Merchandising. 


Two papers were read on mer- 
chandising, one by E. F. Moses of 
the Empire Gas and Electric Com- 
pany from the standpoint of ser- 
vice and another by H. J. Taillie of 
the Rochester Gas and Electric 
Corporation from the standpoint 
of appliances. 

Considerable discussion followed 
the reading of these papers. This 
discussion centered around the 
function of the merchandising de- 
partment in central station gas 
companies and the selling of ap- 
pliances by these companies at a 
profit. It was emphasized that gas 
companies should sell gas appli- 
ances at a profit both in the do- 
mestic and the industrial field. 
Some gas companies have found it 
advantageous to take into consid- 
eration the wishes of the local 
dealer or plumber who is desirous 
of making the profit involved in 
the sale of these appliances. It 
was discovered afterwards that 
once the local dealer was allowed 
his wish and after he had become 
familtar with the details, particu- 
larly the financial details of the ap- 
pliance business, his enthusiasm 


for handling gas appliances among 
other merchandise was «riled. It 
was brought out as well that it is 
only fair to those dealers who are 
in the business of selling appli- 
ances that the gas company like 
wise sells appliances at a profit. 


Advertising the Utility’s Impor- 
tance in the Life of the Industry 


The meeting then had the pleas- 
ure of listening to a very mterest- 
ing and important address on Pub- 
lic Relations, by M. S. Sloan, presi- 
dent of the Brooklyn Edison Com- 
pany. In this address he pointed 
out the function of public utilities 
in serving the public, and the rela- 
tions that exist between public 
utilities and the public. He also 
told about the work being done in 
this state by the New York State 
Committee on Public Utility In- 
formation. He pointed out that 
the public utilities of the state are 
using the newspapers fo tell the 
story of public utilities. A bulletin 
is printed and circulated through- 
out the state and the information 
contained therein is being used 
more and more by the newspapers. 

After Mr. Sloan’s address a few 
questions were asked gwnd in the 
answer it was emphasized by Mr. 
Sloan that the members of the 
Commercial Section of the Empire 
State Gas and Electric Association 
have a duty to perform in their 
contact with the public of perhaps 
greater importance than the sell- 
ing of appliances. It is up to them 
to utilize their personal contact 
with the public to promote the in- 
terest of the utilities to create and 
further good will. It was also 
pointed out that the Commercial 
Section members have an addition- 
al duty in making known to their 
executives the great necessity of 
creating and furthering good will 
for public utilities in the communi- 
ty. 


Development of Salesmen Urged 


George A. Purvis of the Hurley 
Machine Company had a very in- 
teresting and valuable message to 
offer to the meeting. He urged 
strongly the development and 
training of salesmen by the com- 
mercial departments of public util- 
ity companies. The proper educa- 
tion and training of salesmen is the 
duty of the public utility company 


that wishes to progress, that is de- 
sirous of avoiding the large turn- 
over in salesmen who become dis- 
gusted with the poor results they 
obtain in the sale of appliances. A 
good appliance salesman must be 
trained and it is up to the public 
utility company to train their men. 


Papers on Advertising 
Papers were then read on 
rious subjects connected with ad- 
vertising. Advertisement of ap- 
pliances was discussed in articles 
by A. D. Dudley, of the Syracuse 
Lighting Company, F. M. Houston 
of the Elmira Water, Light and R. 
R. Company and R. C. Ogden of 
the Westchester Lighting Com- 
pany. Advertisement from the 
standpoint of service and good-will 
was the subject of papers read by 
I’, M. Houston, R. F. McGuinness, 
of the Utica Gas & Electric Com- 
pany, and J. W. Green, of the 
Westchester Light Company. 


Va- 


Friday Meeting 

At the second day’s meeting, 
l‘riday, June 29, 1923, the follow- 
ing papers were read: “High 
Bills,” by R. W. Manier, Bingham- 
ton Gas Works; “Industrial Engi- 
neering,’ from the commercial 
standpoint, by B. R. Armitage, 
Empire Gas & Electric Co.; from 
the factory standpoint, by R. C. 
Smith, Empire G. & E. Co.; from 
the domestic standpoint, by A. T. 
Fay, Utica Gas & Electric Co. J. 
B. Allington, Rochester Gas & 
Electric Co., read an address on 
“House Heating.” Papers were 
also read on “Commercial Depart- 
ment Accounting,” by E. John- 
ston, of the Syracuse Lighting 
Co., and on “Investigation and 
Service Inquiries,” by A. Scarth, 
Empire Gas & Electric Co. Ex- 
temporaneous talks were delivered 
by R. B. Howes, Consolidated Gas 
Co., of New York City, on “The 
House Heating Load,” and by H. 
W. Bell, of the Utica Savings 
Bank, on “Service of the Utility 
Company from the Viewpoint of 
an Outsider.” 

The officers of the Commerciai 
Section for the next year are as 
follows: Chairman, re-elected; H. 
A. Doering, assistant secretary, 
Westchester Lighting Co., Mount 
Vernon, N. Y.; vice-chairman, H. 
J. Reagan, commercial manager 
Utica Gas & Electric Co., Utica, 
N. Y. 
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Michigan Gas Assn. Meeting at 
Grand Rapids, Sept. 18-20 


This is the good old summer 
time, but your executive commit- 
tee is already on the job planning 
for our annual meeting in Septem- 
ber. The dates are to be Septem- 
ber 19th and 20th, with a prelimi- 
nary meeting and social function 
on the evening of the 18th. Head- 
quarters will be at Hotel Pantlind. 
It is not too early to make your 
reservations. Please write direct- 
ly to the hotel. 

This year for the first time the 
Michigan Electric Light Associa- 
tion and ourselves will hold our 
conventions in the same city and 
on the same dates. ‘This arrange- 
ment was made to accommodate 
many of our fellow members who 
are also members of the Electric 
Association. Each association, 
however, will conduct its business 
meetings separately. There will 
be just one joint session, namely, 
on the evening of September 18th. 
That session will be in charge of 
the Michigan Committee on Pub- 
lic Utility Information, which, as 
you know, is supported by both as- 
sociations. The entertainment 
features also will be conducted 
jointly, thus giving us opportunity 
to become better acquainted with 
our electric brethren. Special 
plans are being made to make at- 
tendance at this convention attrac 
tive to the ladies, and we hope that 
they will turn out in goodly num- 
ber. 

A most excellent business pro- 
gram has been planned, exact de- 
tails of which will be announced 
later on. In many ways this should 
prove to be one of the most inter- 
esting and profitable conventions 
that we have ever held. Every gas 
man in Michigan should mark 
these dates on his calendar and re- 
solve right now that he will attend 
this meeting. 

ALBERT G. SCHROEDER, 


Secretary 


T. B. Wilson Elected Vice-Presi- 
dent 


Louisville, Ky.—T. B. Wilson, 
who has been connected with the 
public utilities in Louisville for 
twenty-seven years, has _ been 
elected a vice-president of the 
Louisville Gas and Electric Com- 
pany. 

Mr. Wilson has held nearly ev- 


ery variety of position with an 
elect‘ic company that is possible. 
He entered the employ of the old 
Citizens’ General Electric Compa 
ny June 10, 1896, as assistant dy- 
namo tender. He became dynamo 
tender the following year. In 1900 
he was made a collector; then he 
worked “through” the company’s 
various capacities. He also was a 
meter reader. In 1905, he became 
secretary-treasurer of the Louis- 
ville Lighting Company and in 1914 
was named assistant general man- 
ager of the Louisville Gas and 
Electric Company. 

In addition to being vice-presi- 
dent of the company he is secre- 
tary-treasurer and general man- 
ager. 


Gas Man Presides at Annual Din- 
ner of Brooklyn Eigineers’ Club 

L. S. Stiles, who was recently 
elected president of the Brooklyn 


known throughout the gas indus 
try for his work in constructing 
gas plants, holders, pumping sta 
tions, etc. His election to the 
presidency of the Brooklyn Engi 
neers’ Club was a distinct honor to 
the entire gas industry. 
were several prominent city off 
cials present at the dinner and they 
all had a good word to say about 
the club and its distinguished pres 
ident. 


There 


Durham Company Awards Contrac 


Durham Co. Awards Contract 

The Carolina Power & Light 
Company, of Durham, N. C., have 
placed contracts with the Western 
Gas Construction Company for a 
new 6x5x5 ft. water gas set with 
model “H” reversing valve and 
steel operating floor, steam hoist 
with coke buggy and cart, 5 ft. 6 





L. S. STILES 


Engineers’ Club, presided at the 
annual dinner held at Coney Isl- 
and, June 26, 1923. Mr. Stiles, 
who is construction engineer for 
the Brooklyn Union Gas Co., is 


in. x 19 ft. high capacity condens- 
er, 6x20 ft. scrubber, 3x7x3 ft. am- 
monia washer and two 12x8 ft. pu- 
rifiers complete with connections 
and cover hoist. 
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Dollar Gas Held Up by Brooklyn character to show that the legis- making appropriate changes, great 
Court lature had made any investigation and irreparable damages might 
eee ‘ f the subject prior to passing the well occur ‘se various ¢ 
Brooklyn, N. Y.—Temporary in- ee : : Sahl heehee» ~e vell —_ these various com 
al, ’ law, and that it must be presumed plainants. 
junctions were granted by a statu- therefore that " uch inauiry was oF: 
oa ° ¢ *‘retore c o suc as > - » ‘ ae 
tory court sitting in Brooklyn, re- ¢ juiry The Court held that the com 


straining the Public Service Com- 
mission and the Attorney General 
from attempting to enforce the 
provisions of the law fixing the 
price of gas in this city at not more 
than $1 per 1,000 cubic feet. The 
application for the restraining or- 
der was made by the Brooklyn 
Union Gas Company for itself and 
for the Kings County Lighting 
Company, Brooklyn Borough Gas 


Company, Queensboro Gas and 
Klectric Company, and the New 
York and Richmond Gas Com- 
pany. 


The contention of the companies 
was that the law was unconstitu- 
tional. Circuit Court Judge May- 
er, who sat with District Judges 
Campbell and Garvin, indicated by 
questions early in the proceedings 
that the companies would get what 
they asked for. 

The decision of the court con- 
tained stipulation that the compa- 
nies shall file with the court a bond 
as surety, that if the courts finally 
sustain the constitutionality of the 
Dollar Gas Law, all money col- 
lected from consumers in excess 
of this sum shall be refunded. 


During the argument of James 
\. Donnelly, Special Deputy At- 
torney General, representing the 
State, and Jackson A. Dickman, 
for the Brooklyn Union Company, 
the judges asked many questions, 
and when Mr. Donnelly stated his 
conviction that the Legislature 
knew what it was about when it 
passed the law, Judge Mayer said: 

“The records of the Legislature 
fail to show that any investigation 
of the situation was made before 
the bill was considered. That pro- 
duces a peculiar situation. Your 
presumption that the law is sound 
and well founded is only 
tion of and 
stances.” 


a collec- 
words not of sub- 


se 


Unless and until it is proved 
that the Legislature acted improp- 
erly,” retorted Mr. Donnelly, “the 
presumption must be that the law 


is valid.” 

Judge Mayer responded by say- 
ing that only documentary evi- 
dence could be considered, and 


that there was no evidence of this thermal 


made. 


\t the conclusion of the argu- 
ments Judge Mayer said that it 
was the unanimous opinion of the 
Court that the dollar gas law was 
unconstitutional, that the Judges 
had taken time to consider every 
phase of the matter, and had read 
affidavits presented by the Public 
Service Commission and the At- 
torney General, and that the rates 
fixed by the commission had fol- 
lowed a thorough inquiry into the 
matter. He said that the Judges, 
sitting as a court of equity, felt 
that irreparable injury would fol- 
low the enforcement of the law, 
and that the plaintiffs had appar- 
ently made it clear that confisca- 
tion of their property would fol- 
low enforcement. 


After stating that a prompt de- 
cision should be rendered to the 
end that the business of the plain- 
tiffs might not be interfered with, 
Judge Mayer said: 

“We 


Service 


assume that the Public 
Commission has done its 
duty as a commission, and it is not 
for us to inquire as to whether the 
precise figures found by that com- 
mission are subject to modifica- 
tion at some future time as future 
developments may indicate.” 


Then Judge Mayer announced 
that the rate orders issued by the 
commission, becoming operative 
on October 1 last, should continue 
for one year, and that at the time 
the rates were made the commis- 
sion declared them to be fair and 
reasonable in view of all the facts 
gathered up to the end of last Au- 


gust. He said: 
“We see nothing whatever 
which controverts the assertions 


as to facts and figures set forth in 
the various papers submitted by 


the complainants. In such cir- 
cumstances we feel that the Court 
must not speculate upon what 


some variations of the future may 
indicate. We dealing with 
what is before us, and are 
unanimously of the opinion that 
the showing by the complainants 
is of a character that indicates that 
if this statute were enforced, both 
to the British 
standard, without 


are 
we 


rates and as 
unit 


as to 








plainants had seemingly made out 
a case and that when the time 
comes to take proof these facts or 


others may be established, and 
that in the meantime temporary 
injunctions should issue. Con- 


cerning the stipulation as to the 
refunding of any overcharges if 


the constitutionality of the law 
should be sustained the decision 
said: 

“We feel that the companies 


and the consumers in the last an- 
alysis should not be burdened by 
the expense which would be inher 
ent on the requiring either of a 
deposit of the excess between. the 
dollar and the rates which the 
Public Service Commission has es 
tablished, nor should they be bur 
dened by paying to surety compa- 
nies substantial premiums which 
would be required in the case of a 
bond. We shall therefore take the 
bond of the companies.” 

The prices for gas now charged 
by the companies involved in the 
proceedings range from $1.15 up 
to $1.30. 


Contracts for Generator 

The United Gas & Electric Engr. 
Corp., of New York, have recently 
placed contract for new &x15 ft. 
generator complete with the model 
“H” reversing valve, also neces- 
sary hydraulic cylinders and the 
Western mechanical control for 
full automatic operation of the 
plant of the Union Gas and Elec- 
tric Company, Bloomington, III. 
This entire equipment will be fur- 
nished and erected by the Western 
Gas Construction Co. 


Staten Island Gas Rate Raised 

New York, N. Y. — The New 
York and Richmond Gas Company 
of Staten Island, one of the com 
panies fighting the new $1 gas law, 
has notified consumers that until 
the final settlement of the legal 
battle the price of gas would be 
$1.45 per thousand cubic feet. This 
is 25 cents more than the price 
heretofore charged, but the 
monthly service charge of 75 cents 
has been dropped, in compliance 
with another new law. 
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Notice of Company Sale 
State of Michigan. 
Circuit Court for the County of 

Dickinson : 

In Chancery. 

In the matter of the receivership 
of the Citizens Gas Company of 
Iron Mountain. 

Notice is hereby given that, pur- 
suant to an order of the above 
court, the undersigned receiver is 
authorized and will sell at private 
sale for the most advantageous bid 
therefor, all of the assets of the 
above named Citizens Gas Com- 
pany, both real and personal, on or 
before July 10th, 1923, said time 
for making said sale having been 
extended by said court from the 
21st day of May, 1923, to the said 
day of July 10, 1923. 

All bids must be in writing, ac- 
companied by a certified check for 
two hundred and fifty dollars and 
accompanied by satisfactory bank 
references as to the ability of the 
bidder to carry out the terms of 
his bid. All bids are subject, after 
investigation, to confirmation by 
the above entitled court, and the 
receiver hereby reserves to him- 
self unqualifiedly the right to re- 
ject any and all bids. Bids to be 
addressed to “Ole Lundin, Receiv- 
er of the Citizens Gas Company, 
Iron Mountain, Mich.” 

Dated June 18th, 1923. 

OLE LUNDIN, Receiver. 


Correction 
In the June 23 issue of the 
American Gas Journal, on page 
552, an item appeared under the 
heading “Fulton Gas Co. Seeks 
Higher Rates,’ and bore the date 
line Fulton, N. Y. This should 
have read Gloversville, N. Y. 





Schedule of New Rates Filed 

Oswego, N. Y.—A new schedule 
of gas rates effective in three days, 
eliminating the service charge and 
substituting a minimum charge, 
was filed with the Public Service 
Commission by the Peoples Gas & 
Electric Company, of this city. 
The new rate substitutes a mini- 
mum charge of 50 cents, in place 
of the service charge of 50 cents 
which was discontinued by legis- 
lative action. 

“The new rate is designed to 
earn the same gross income as the 
present service charge rate, and 
no customer will be obliged to pay 
more or less for gas thereunder 
than he pays under the old rate,” 


says a statement issued by the 
company through its attorney, H. 
C. Mizen. 

The action of the company fol- 
lows the approval of the Commis- 
sion of new schedules submitted by 
many of the 25 corporations which 
have heretofore been collecting a 
service charge. The Commission 
in its ruling said that it does not 
intend to permit new rares which 
will produce larger revenues to the 
companies than were received un- 
der a commodity rate and a service 
charge combined. 

The action also follows a con- 
ference in New York in which Mr. 
Mizen represented the local man- 
agement. President Tenney of the 
Peoples Gas & Electric Company 
was present, as well as the other 
officials. It was decided to impose 
the minimum charge, equivalent to 
the old service charge and contin- 
ue it unless the Commission rules 
against it. In that case, the com- 
modity rates will probably have to 
be revised. 

The company’s 
lows: 

“We have been directed by Mr 
A. B. Tenney, the president of the 
Peoples Gas & Electric Company, 
to forthwith apply to the Public 
Service Commission for permis- 
sion to put into effect on three 
days’ notice a new gas rate elimi- 
nating the service charge and sub- 
stituting a minimum charge. The 
new rate is designed to earn the 
same gross income as the present 
service charge rate, and no cus- 
tomer will be obliged to pay more 
or less for gas thereunder than he 
now pays under the old rate. 

“We have also been directed to 
institute proceedings to correct 
the recent erroneous increase in 
the company’s tax assessment. 
The increase is from $608,350.01 to 
$1,250,530.00, more than 100 per 
cent, and would, if unchallenged, 
place an additional operating ex- 
pense upon the company and its 
customers amounting to $30,000 
annually. Such a sum would be 
an additional direct tax of 1 cent 
per kilowatt hour on lighting cus- 
tomers. In the recent rate pro- 
ceedings before the Public Service 
Commission the company’s, as well 
as the city’s estimates for taxes 
payable in the future did not in- 
clude the $30,000 increase which 
the city now seeks. It is clear that 


statement fol- 


the company must be allowed for 
this increase or that the tax must 





be reduced. The company believes 
that the increase is not only erro 
neous, but unfair and unjust to it 
and its customers. Therefore, all 
necessary steps will be taken to 
reduce the company’s taxes to a 
fair, equitable and reasonable ba- 
sis.” 

City Attorney McCaffrey said 
that the decision of the Public 
Service Commission on the filing 
of new rates and the action of the 
People’s Gas Company will have 
no effect whatsoever on the rate 
litigation, a decision on which is 
being awaited by the city. 


Consolidated Gas Wins Injunction 

New York, N. Y.—A prelimi 
nary injunction preventing state 
officials from enforcing the Walker 
dollar gas law, passed by the last 
Legislature, was granted by three 
Federal Judges, sitting as a Statu- 
tory Court. They held the law to 
be unconstitutional. 

This was accepted as the begin- 
ning of a long, hard fight againsf 
the law, which became effective a 
month ago, and provides for the 
sale at $1 a thousand cubic feet 
and for a product of 650 British 
thermal units instead of the 
to 550 units required by order of 
the Public Service Commission 
last August. 

The injunction was granted on 
application of the Consolidated 
Gas Co. and its subsidiaries, whose 
counsel argued that the law had 
been passed without any investi- 
gation of the gas situation. It was 
also stated that New York gas 
burners are not suited to the use 
of 650 B. T. U. gas and that its use 
without careful preparation would 
endanger persons using it. 

Representatives of the Public 
Service Commission argued in be- 
half of the State. 

Present gas rates will continue 
in effect pending final outcome of 
the action and no bond will be re- 
quired of the gas companies ex- 
cepting their own. 


Se a 
II 





Monthly Financial Report 
Atlanta, Ga.—The Georgia Rail- 
way & Power Company made net 
earnings of $48,561.83 in the gas 
department for May, according to 
its report, filed with the Georgia 
Public Service Commission. 
Total revenue for the month was 
$180,743.25, and the expenses $132,- 
181.42, according to the report. 
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Reduction in Rates for Beloit 

Beloit, Wis. — A voluntary re- 
duction in rates in Beloit 
amounting to 10 cents per thou- 
sand cubic feet for the first 5,000 
cubic feet per month and five 
cents per thousand cubic feet for 
consumers of the next 10,000 cubic 
feet per month has been made by 
the Beloit Water, Gas and Electric 
Company, it was announced by B. 
F. Lyons, vice-president and gen- 
eral manager. 

Household users of gas will get 
the benefit of the 10-cent reduc- 
tion for the reason that practically 
all come within the 5,000 cubic feet 
per month class. 

“Beloit is one of the very few 
cities in Wisconsin that did not 
have a raise in gas rates during the 
war,’ Mr. Lyons said, “and one 
previous reduction in rates has 
been made since the war. This was 
in November, 1921. The rate re- 
ductions are in line with the policy 
of the management to give the 
people of Beloit the benefit of any 
voluntary reductions that possibly 
can be made,” he said. 

The rate reduction has received 
the approval of the Railroad Com- 
mission of Wisconsin. 

The reduction will become effec- 
tive following the next reading of 
the gas meters and will apply to 
the first gas bills received by con- 
sumers in August. 


gas 


Gas Holder Erected 
Fred W. Freese of 38 S. Dear- 
born Street, Chicago, Illinois, -has 
just completed a 10,000 cu. ft. oxy- 
gen gas holder for Burdett Oxygen 
and Hydrogen Gas Co. at Morris 
& Co., Union Stock Yards, Chicago. 


Court Orders Refund 


Atlanta, Ga.— About $200,000 
will be refunded to users of gas 
furnished by the Georgia Railway 
and Power Company and the At- 
lanta Gas Company in Atlanta and 
Vicinity, under a decision handed 
down by the United States Su- 
preme Court. 

The refund represent the tctal 
difference in gas rates charged by 
the company since January 1, 1922, 
and the rate ordered effective on 
that date by the Georgia Public 
Service Commission. The differ- 
ence is 10 cents per thousand cu- 
bic feet. Pending settlement in 
the courts, the company had con- 
tinued to charge the higher rate, 





having posted a bond to guarantee 
refund in event the final decision 
was against them. 

The decision upholds the Georgia 
Utilities Commission in its order of 
December 30, 1921, reducing the 
basis rate of gas in Atlanta from 
$1.65 per thousand cubic feet to 
$1.55. The same reduction of 10 
cents was at the same time ordered 
for suburban towns using gas, 
which included Decatur, College 
Park and East Point. 

The question on which the gas 
company carried the case to the 
Supreme Court was whether or not 
the new rate ordered by the com- 
mission was confiscatory, the com- 
pany stating that it did not allow 
a fair return on its investment. 


Granted Increased Rates 

Rome, Ga.—The Georgia Public 
Service Commission granted an in- 
crease in rates to the Rome Muni- 
cipal Gas Company, which fur- 
nishes gas to this city, from $1.65 
to $2 per thousand cubic’ feet. 

Purchases Gas Co. 

Atlanta, Ga.—The Henry L. Do- 
herty Co. has just purchased the 
controlling interest in the Athens 
Gas Light and Fuel Company, of 
Athens, Ga., and assumed control 
of the plant and equipment of the 
company. 

E. C.-Weston and his office force 
will remain in charge. New di- 
rectors of the company are W. F. 
Dorsey, Max Michael, Simon Mi- 
chael, C. A. Talmadge, George A. 
Mell, C. M. Snelling and W. C. 
Weston. 

Mains Being Laid 

The Main Laying Department of 
the U. G. I. Contracting Company, 
Philadelphia, is experiencing great 
activity at this season and has ex- 
tensive contracts for laying 6 inch 
mains at Harrisburg, Pa., 12 inch, 
6 inch and 4 inch mains at West 
Chester, Pa., 12 inch mains at Al- 
lentown, Pa., and 8 inch mains at 
Sioux City, Iowa. 

Coal Shortage Won’t Affect 

Davenport 

The United Light & Railways 
Company of Davenport, Iowa, has 
awarded contract to the U. G. I. 
Contracting Company for the in- 
stallation of a double U. G. T. hor- 


izontal waste heat boiler to be in- 
stalled in connection with their 8 
ft. 6 in. carburetted water gas ap- 


paratus. By the installation of 
this waste heat boiler, the Daven- 
port Company will place itself in 
position so as to avoid the embar- 
rassments of coal shortage in case 
of a repetition of last year’s coal 
strike. 


Consolidated Orders Power 
Equipment 


The Consolidated Light, Heat & 
Power Company, Kenova, W. Va., 
has placed an order with the West- 
inghouse Electric Company for five 
complete sets of Underfeed stoker 
line shafting. This order is part 
of a general construction program 
brought about by power demands 
upon the American Railway Com- 
pany. 


Will Install New Gas Plant 


Danbury, Conn. — The Danbury 
& Bethel Gas & Electric Lighting 
Company is preparing to expend a 
quarter of a million dollars in the 
enlargement and improvement of 
its gas and electric plant. This 
work, involving what will perhaps 
be the greatest single expenditure 
ever made by any concern in this 
city for building and equipment, 
has just been authorized by the 
Cities Service Company, which 
owns and operates the local com- 
pany, and the work will be com- 
menced in a short time. The im- 
provements in the gas department 
will cost about $200,000 and those 
in the electric department about 
$50,000. 


Gas Company Issues Statement on 
Rates 

New York, N. Y. — President 
Cortelyou of the Consolidated Gas 
Company has sent to stockholders 
a 47-page booklet entitled, “The 
Truth About Rates in New 
York City.” The booklet contains 
an outline of the company’s posi- 
tion in regard to gas rates. 


Gas 


President Cortelyou states: “Be- 
cause of the gross misstatements 
which are persistently made in 
some of the newspapers relative to 
the operation and properties of the 
Consolidated Gas Company, offi- 
cers of the company feel that it is 
due the stockholders to give them 
at this time an accurate statement 
of the actual facts.” 











AMERICAN GAS JOURNAL 





July 7, 1923 





to Explain New Gas 

Rates. 

White Plains, N. Y.—Indica- 
tions today are that the majority 
of the forty county Mayors, vil- 
lage presidents and corporation 
counsels view the new gas rate 
schedule more favorably than they 
did before it was explained to 
them with a detailed thorough- 
ness by Francis Stratton, presi- 
dent of the Westchester Lighting 
Company. 

Although considerably heckled 
by his audience of officials early 
in the conference at the Westches- 
ter-Biltmore Club, Mr. Stratton, it 
was learned, left no question un- 
answered. His replies to the ma- 
jority of interrogations proved 
satisfactory to Mayor Frederick 
E. Weeks and Corporation Coun- 
sel Condit. 

This was the first time that most 
of the city and town officials were 
furnished actual data on the gas 
situation. As the result, a belief 
was expressed that the entire 
county may not participate in the 
litigation reported as being con- 
templated against the gas com- 
pany to compel it to reduce the 
rate on the ground that the 60- 
cent commodity charge on the 
first 100 cubic feet of gas, with a 
few cents additional charge as the 
use of the commodity increases, 
is a duplicate of the nullified gas 
meter service tax. 

President Stratton, it is said, 
was frank to state that the com- 
modity charge differs little from 
the legislatively killed gas meter 
service tax. He remarked that the 
gas meter tax was fairer in his es- 
timation to the general public than 
the present commodity charge. 

Mayor Weeks asked Mr. Strat- 
ton if there would be any objec- 
tion to a minimum gas rate, in 
place of the present schedule for 
White Plains. 

The gas company executive said 
that the company would cause a 
consumer who even turned on the 
jet for one of two short periods to 
pay $3 each month for that service. 
Such a rate, however, would en- 
title the consumer to 2,000 cubic 
feet of the commodity. 

The present rate for 
Plains is $.74 for the first 
bic feet; $1.45 for the first 
000; $1.40 for the next 200,000; 
$1.35 for the next 300,000; $1.30 
for the nexxt 400,000 and $1.25 for 
all over 1,100,000. 


Meeting 


White 
100 cu- 
100,- 


Gas Company to Install Plant 

Durham, N. C.—Plans for the in- 
stallation of a new unit at the local 
plant of the Carolina Power and 
Light Company have been an- 
nounced by R. I. Thompson, local 
manager of the company. The 
unit, Mr. Thompson says, will cost 
approximately $60,000. 

The type of plant to be installed, 
Mr. Thompson says, is known as 
the Lowe process of gas manufac- 
ture, in which gas will be made by 
the introduction of steam in the 
presence of incandescent carbon, 
oil being admitted to give the gas 
heating value, according to re- 
quirements of the state corpora- 
tion commission. 

The installation of the plant, it 
is said, has been made necessary 
due to large extensions made by 
the company during the past few 
years. Also gas consumption in 
Durham has shown a big increase. 

The work of installation is to 
start immediately and the plant is 
expected to be ready for operation 
on or about October 1, 1923. 


Induct Gaston into Gas Office 

Spokane, Wash.—At a meeting 
of the board of directors of the 
Spokane Gas & Fuel Co., Luther 
Gaston will be formally inducted 
into office as vice-president, gen- 
eral manager and treasurer of the 
company, succeeding Harry War- 
ner, who has been transferred to 
Salina, Kan. 

Mr. Gaston is not a stranger to 
Spokane or to the local gas com- 
pany. He spent several years in 
Spokane as sales manager for the 
company before being transferred 
to Lebanon, Pa., where he served 
as general manager of the Leba- 
non Gas & Fuel Co. 

Mr. Warner’ plans to leave for 
Salina, Kan., on Thursday to be- 
come general manager of a related 
gas company there. He has been 
with the local company for twelve 
years, coming here as_ secretary. 
Six years ago he became general 
manager. 

To Take Charge of Plant 

Fall River, Mass.—C, C. Curtis, 
recently elected vice-president of 
the Fall River Gas Works Co., is 
expected to take active charge of 
the company’s affairs. 

Joseph E. Nute, the present man- 
ager, will continue to have charge 
of the manufacturing and distribu- 


tion departments. Mr. Curtis, be- 
sides assuming direct supervision 
of all the operations of the com- 
pany, will have immediate charge 
of the sales, accounting and pur- 
chasing departments. 

Mr. Curtis comes from Sydney, 
N. S., where for the past five years 
he has been manager of the Cape 
3reton Electric Co., which fur- 
nishes light and power, as well as 
street railway service, in Sydney 
and surrounding towns and oper- 
ates a ferry across Sydney Harbor. 
He has been fifteen years under 
the Stone & Webster management 
since his graduation from the Uni- 
versity of Michigan in mechanical 
engineering with the class of 1907. 

Mr. Curtis has been president of 
the Sydney Board of Trade and a 
vice-president of the Nova Scotia 
Electrical Association. He was one 
of the founders and later president 
of the Nova Scotia Accident Pre- 
vention Association, and first pres- 
ident of the Rotary Club of Syd- 
ney. r 


Demonstrates Use of Gas 

Cuyahoga Falls, Ohio.—Demon- 
strations to the economic use 
of gas by appliances have started 
at the office of the East Ohio Gas 
Co. 

Officials at the office declare that 
almost 80 per cent of the gas sent 
to Cuyahoga Falls is wasted 
through the use of leaking, worn 
out and inefficient appliances. 


as 


New Gas Rate 
Yhio. Struthers 
Council « d the proposal of 
the East Jun Gas Company on 
rates, wh: *h provides for the same 
rates tha. a »w being charged, 
plus a 60-cent service charge. Mr. 
Gallagher, oi'the East Ohio, came 
before the Council about two 
months and asked for an ad- 
justmen aying that the com- 
pany wi. ie ing money on Struth- 
ers ser? Two weeks ago the 
compar.  ubmitted an ordinance 
amending he existing agreement, 
and ask.d counsel to approve it. 
The ne\ ement is to last until 
Novem! 25. 
The ra 


Youngs 


es are now on a sliding 
scale of com 48 to 63 cents per 
thousand with a 3c discount. The 
rates have been retained, and only 
the servi e charge added. 





